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Best and Getting BETTER! 


In the most comprehensive area 
study ever made—more than 50,000 
telephone coincidental interviews— 
Trendex proves conclusively that 
WNHC-TV delivers 75% more audi- 
ence than second station from 6 PM- 
midnight; and more audience than 
all three Hartford stations COM- 
BINED from 11 PM-midnight! Only 
WNHC-TV can do the whole job 
from Massachusetts throughout 


A TRIANGLE STATION 


Connecticut to Long Island...a vast aE 
area of 909,680 TV homes. Blair-TV 


has the facts. a re H Cc - T V 


HARTFORD-NEW HAVEN, CONN. 


Sources: Trendex Area Study, June 26-July 2, 1958 / Nielsen Channel 8 
NCS #2, Spring 1956 / ARF, U.S.A. Television 
Households, March 1958 ABC-TV ® BLAIR-TV 


Operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 
WFIL-AM ¢ FM e¢ TV, Philadelphia, Pa. / WNBF-AM ¢ FM « TV, Binghamton, N. Y. / WLBR-TY, Lebanon-Lancaster, Pa. 
WFBG-AM ¢ TV, Altoona-Johnstown, Pa. / WNHC-AM e FM « TV, Hartford-New Haven, Conn, 


Triangle National Sales Office, 485 Lexington Avenue, New York 17, New York 





...and 
the second 
_ quarter was 
=> the best 2% 
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O@ On top of a terrific First Quarter, WRCA-TV has just finished the 
© best Second Quarter in its history! Altogether, the first six months 


e of 58 were the most successful half-year we’ve ever known: total 


sales up 10% over last year’s figures—share-of-audience* up 14%! 


In a tough selling period, television has to do a tremendous selling 
job for its advertisers. In New York the NBC leadership station is 
doing that kind of a job. Cut yourself a slice of America’s most 


luscious market with a schedule on WRCA-TV! ARB JAN.-JUNE 1957 ve 1958 


WRCA-TV*4 NBC in New York sold sy wac Spor Sales 





WOW ! What a tower! What a signal! What great studios! 
What pro performance! You get it all on powerful new 
WTAE, Channel 4, in the important Pittsburgh market. 


Take TAE and see. But first see the Katz man. 


ON-THE-AIR SEPTEMBER 14 
BASIC ABC IN PITTSBURGH 


THE KATZ AGENCY 


BIG TELEVISION IN PITTSBURGH CHANNEL 


Television Age is published every other Monday with an ad an additional is issue wue yearbook number published in Decembc number published in December by. the Televi vision 
Editorial Corp. Editorial, Advertising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122. Printing Office: 109 
Market Place, Baltimore 2, Md. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in Canada and Mexico $8 
a year; elsewhere $12 a year. Volume VI No. 2. Second class mailing privileges authorized at Baltimore, Md. 
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33 FILM FACTOR 


Today stations use film for 32 of the 43 
hours which are programmed locally 


36 GOOD FOR THE LONG RUN 


Syndicators find “standards” continue 
to get high ratings, satisfy sponsors 


40 HOW TO USE NCS #3 


Agency methods and formulas vary but all agree 
coverage studies are best available 


44, RINGSIDE SEAT 


Tv sponsors find it pays to pour 
$16 million yearly into boxing programs 


46 BILLING SPEED-UP 


Bookkeeper’s chores done faster and easier 
with automatic equipment at WBRE-TV 


DEPARTMENTS 


11 Publisher’s Letter 
Report to the readers 


15 Letters to the Editor 


The customers always write 


21 Tele-scope 
What’s ahead behind the scenes 


25 Business Barometer 
Measuring the trends 


27 Newsfront 
The way it happened 


47 Film Report 


Round-up of news 





55 Spot Report 


Digest of national activity 


2 Audience Charts 
Who watches what 


67 Washington Memo 
Tv and Capitol Hill 


69 Wall Street Report 
The financial picture 


77 In the Picture 


Portraits of people in the news 


78 In Camera 
The lighter side 









































WILDING 

TV IS 
SOMETHING 
TO SEE! 








WILDING 


PICTURE PRODUCTIONS, INC. 

CHICAGO NEW YORK DETROIT LOS ANGELES 

CLEVELAND CINCINNATI PITTSBURGH 
TWIN CITIES 
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Advertisement 


AVAILABLE 


ONE QUARTER OF SIX 
NOTRE DAME 
FOOTBALL GAMES! 


Football where it’s best in the land, and best on TV offers the savvy adver- 
tiser a smash dominance not easily attainable these days. 


Of the following games to be telecast over WNDU-TV, the six underlined 
games are available for one-quarter sponsorship. (Quarters are rotated. This year’s 
co-sponsors already signed are: Eckrich Meats, Seven Up, and St. Joseph Bank 
and Trust). 


September 20 
September 27 
October 4 
October 11 
October 18 
October 25 


November 1 


Denver-Oklahoma (NBC) 
Auburn-Tennessee (NBC) 
California-Washington State (NBC) 
Notre Dame-Army (WNDU-TV) 
Notre Dame-Duke (WNDU-TV) 
Notre Dame-Purdue (WNDU-TV) 
Notre Dame-Navy (WNDU-TV) 
Notre Dame-Pittsburgh (WNDU-TV) 
Notre Dame-North Carolina (WNDU-TV) 
Notre Dame-Iowa (NBC) 
Texas-Texas A & M (NBC) 

November 29 Army-Navy (NBC) 

December 6 Miami-Oregon (NBC) 

Two hundred thousand TV families in the nation’s 65th TV market find 
watching these games in the comfort of their homes positively irresistible—Notre 
Dame football last fall notched an average minute rating (ARB) of 41.6 with over 
ninety per cent share of S I U. This translates into 191,360 South Bend-Elkhart 


viewers per minute per game—and each sponsor last year received over 861,000 
commercial impressions during their quarters each game. 


November 8 
November 15 
November 22 
November 27 


Some audience delivery—what? 


Each sponsor receives four minutes and thirty seconds of commercial during 
their quarter plus supers from the field—and, of course, opening and closing bill- 
boards at start and conclusion of each game. 


Cost: Designed for immediate sale. 
For complete details, call us collect at CEntral 3-7111 or call your Petry man. 


Win. greater sales with the winningest football team in the world . . . . you'll 


be glad, glad, glad. 
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New Voice from the Shadow of the Kremlin 


He is the witness and the witnessed of history. Nearby, at the Khimkinskoe Reservoir, Moscow, are six sleek 


racing shells—one from the University of Washington, the others, Russian. Soon, the taut expectant crews will send 
them hurtling to the finish line* and the magnificent tableau of an international sports event will unfold 7,544 miles 
away—Keith Jackson, KOMO, Seattle, reporting direct via radio and on-the-spot TV film coverage. 


This is history’s first live, direct broadcast of an athletic event from Russia. This is broadcasting’s remotest 
remote. This is responsible broadcast journalism. This is .. . 


KOMO-TV and KOMO Radio, Seattle - Sold by NBC Spot Sales 


* The world first learned of the two and one-half length U of W victory through Jackson's live broadcast 





something MORE from WDAU-TYV! 


You get larger and more attentive audiences on WDAU-TV because WDAU-TV 
provides more of what Scranton-Wilkes Barre viewers* want to see . . . in addition to 
CBS-TV favorites and local programming which are consistent ARB leaders. 


WDAU =~TV ..- towering over Northeastern Pennsylvania 


CBS-TV in Scranton-Wilkes Barre e Call H-R Television 


XK 
x 
vis 
OK 
K 
UK 
V 


*Scranton-Wilkes Barre plus 52 communities each with a population of 5000 or more. 
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Letter from the Publisher 
‘The House That Tv Built’ 


The Lestoil story is probably the greatest example of free enter- 
prise combined with the impact of television. A little over four 
years ago Lestoil made its first television buy. Today it is spend- 
ing close to $9 million on spot tv. 

The company doesn’t use the conventional point-of-purchase 
materials, introductory coupons, samples or any of the usual mer- 
chandising gimmicks of new product marketing. It merely uses 
saturation television all on marginal time (it buys no Class A an- 
nouncements). Before the giants of the business—P&G, Colgate 
and Lever—have had a chance to rub their eyes, a product which 
they didn’t consider salable is rapidly veering toward the $50-mil- 
lion mark in annual sales. 

“While we have become identified as the house that television 
built,” Lestoil president Jacob Barowsky told us, “Lestoil should 
also be billed as the company that is helping to build television.” 

Mr. Barowsky defied the standard marketing and advertising 
methods not once but twice. When he first developed the product 
in its present form some 20 years ago, he took it to the large soap 
companies, which told him that a heavy, all-purpose detergent was 
not salable. And when Lestoil started to use tv, it upset the statis- 
licians, the marketing-research analysts and the slide-rule con- 
tingents by buying exactly the opposite of a company such as Procter 
& Gamble. P&G has insisted that it needs high-rated prime-time 
announcements to sell its products. 

Just consider this sales graph. In 1954 Lestoil was producing 
240,000 bottles a month. It was spending $600 a month locally on 
tv in Holyoke, Mass., four years ago. Today Lestoil is producing 
eight million bottles a month. The product has become the largest 
single brand purchaser of spot television. The company continues 
to push westward, using saturation tv to open market by market. 
It is crossing the Mississippi and is making its next frontal attack 
in St. Louis. If the current rate of expenditure holds and the prod- 
uct goes national, the projected annual spot tv budget will be around 
$15 million. 

What is particularly significant about the fabulous success story 
of Lestoil is that it demonstrates the potent ability of television to 
move goods by using marginal time periods. Many of the Lestoil 
spots in major markets are shown after midnight. The company 
has used its buying formula so effectively that it has cracked the 
most fiercely competitive product field in the country. Through 
consumer insistence Lestoil has forced the product onto the shelves 
of the supermarkets and grocery chains. It is selling so fast in 
many markets that the outlets have a hard time keeping up with the 
demand. 

Since Lestoil has demonstrated the effectiveness of marginal time 
buys, others are following its lead. What has transpired has made 
the cost-per-thousand contingent scratch their heads in amazement. 
It is probably the best example that something besides the Univac 
approach to timebuying can pay heavy dividends for the advertiser. 
The basic ingredient in the timebuying formula of the Adell Chem- 


ical Co. is—common sense. 
Cordially, 7A 


GET YOUR MESSAGE 
ON THE MAGIC 


GOLDEN SPREAD 


WHERE GREAT 
THINGS ARE 
HAPPENING 


BIG 4 


1S THE 


BIG BUY! 


* Over 100,000 TV Sets 


*% Nearly $200,000,000 in Retail Sales 
in the Area 


SERVED BEST BY 
BIG 4 


POWER: Visual 100 KW 
Aural 50 KW 


Antenna Height 833’ above ground 


KGNC-TV 


OETA: 


AMARILLO, TEXAS 
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RICHARD 
CARLSON 


A great star in his greatest rgle, 
_...aS Col. Ranald S. Mackenzie 


THRILLING! 
COLORFUL! 
PANORAMIC! 


His orders from the President of the United States: 
“BE BOLD! BE ENTERPRISING! BE 
RELENTLESS! MAKE THIS LAND A 


FIT PLACE FOR AMERICANS TO LIVE.” Se 
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ARE DIFFERENT... 


They’re more community centered. In the 4,866 miles of mountains, valleys, desert and seashore comprising the 














yr 


Greater Los Angeles market*, there are 71 incorporated cities and more than 100 booming un-incorporated com 


munities. “Downtown” has been replaced by 1200 “Super-Shopping-Centers.” And each one does an annual gros 


of more than $20 million! Sg 0 


KRCA! It’s the one station that’s programmed to hit all Angelenos right wher 
they live. With KRCA you can reach all of these communities in 10 seconds. That’s why LUX SOAP PRODUCTS 
used KRCA exclusively when they wanted to make a big new sales impression on community-loving Los Angeles 
KRCA CHANNEL 4+LOS ANGELES—SOLD BY NBC SPOT SALES 


*Los Angeles and Orange Counties. To be sure, KRCA covers the communities of five Southern California counties, with 2,300,000 TV homes. 
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Spot Sells Parker Pens 


. . . you ask if spot television does 
an effective job of selling our prod- 
ucts. My answer woud be an unquali- 
fied yes. I base this answer on the fact 
that in 11 short months, our T-Ball 
Jotter has gone from its introduction 
to first position in the ball pen field. 
The bulk of the consumer selling effort 
on this product was spot tv. 

Our fall spot tv advertising budget 
will be slightly larger than it was last 
year and the entire effort will be placed 
behind the T-Ball ball point. We won’t 
be in as many markets, but we will have 
more television in the 50 or so mar- 
kets that we are in... . 

. James A. R. STauFF 
Advertising Manager 
The Parker Pen Co. 


Janesville, Wis. 


Heart Operation Firsts 

On page 65 of the July 14, 1958 
issue of TELEVISION AGE you have de- 
voted a two-column article to a story 
about “the country’s first live telecast 
of an open heart operation” under the 
heading “Medical Tv ‘First’ for Kprx.” 

Because we believe TELEVISION AGE 
to be a magazine devoted to forth- 
rightness and veracity, we deem it an 
obligation to call to your attention 
some significantly divergent facts: 

On March 12, 1957, from 10:30 
p-m. to 11:30 p.m., in cooperation 
with the Michigan State Medical So- 
ciety, the Wayne County Medical So- 
ciety, the Michigan Heart Association 
and Smith, Kline and French Labora- 
tories, WWJ-TV telecast in color a heart 
operation known as a mitral com- 
missurotomy for mitral stenosis. The 
operation was performed by Dr. James 
Blodgett. The patient was a young 
man named Harlow Weaver. 

On March 18, 1958, from 10:00 
pm. to 11:00 p.m., in cooperation 
with the Michigan State Medical So- 
ciety, the Wayne County Medical 
Society, the Michigan Heart Associa- 
tion and Smith, Kline and French 
Laboratories, WwJ-TV telecast in color 
an open aortic transplant. This was an 


artery operation performed by Dr. 
Emerick Szilagyi. The patient was a 
65-year-old man named Carl Milten- 
berger. 

I am sure you would also want to 
know that Station Komo-tv Seattle, 
was probably the first television sta- 
tion to color televise a heart operation. 
To the best of our knowledge, a live 
heart operation, known to professional 
men as a patent ductus arteriosis, was 
performed on November 26, 1956, by 
Dr. Dean Crystal and televised over 
KoMO-Tv. In the light of these facts, 
it seems a bit presumptuous for KPIx 
to claim the country’s first live tele- 
cast of an open heart operation. Both 
KOMO-TV and wwJ-Tv antedated KPIx 
by a considerable margin; and, 
further, WWJ-Tv’s origination of the 
aortic transplant on March 18 of this 
year was also carried by woop-Tv 
Grand Rapids, wJim Lansing and 
WPBN-TV Traverse City. 

Don DeGroot 
Assistant General Manager 
wwJ-Tv Detroit 


Public Service 
Enclosed is our public service re- 
port. . . . While we are happy to sub- 
mit these reports, it would be helpful 
to us if we received two copies of the 
forms . . . so we may retain a copy 
for our files. 
Ronap R. Ross 
General Manager 
wPTa Ft. Wayne 


Note: Good idea. Two forms will be en- 
closed in future Public Service surveys. 


. . . there is considerable variation in 

the classification of public service and 

public interest programs by television 

stations, we are wondering if you have 

adopted definitions for the purpose of 

your report (Quarterly Public Service 
survey) ? 

SHERWOOD SMITH 

Public Service Director 

wrca-Tv Jacksonville 


Note: Any program, or any announcement 
that is considered by the station manage- 
ment to be in the interest of the public and 
which is offered on the station without a 
sponsor is eligible to be considered as public 
service for this report. 


Add Department Stores 

. . . Hartford department stores which 

have used WHCT: 
1. Sage-Allen Department Store: 


(Continued on page 17) 















LEADING 
THE WAY 


. . « « IN NUMBER OF SETS 
.... IN VIEWING 
.... IN SELLING 


THE RCH, PROSPEROUS 
WMAZ-LAND 


AN INCREASE OF 


35.|* 


TELEVISION SETS 
DURING THE LAST 
TWO YEARS 


NEILSEN, 1958 


ONLY CHANNEL 13 


CAN EFFECTIVELY 
REACH THE RICH 
MACON METROPOLITAN 
MARKET 


PULSE, MAY 1958 


150 Macon 


RETAIL OUTLETS 


PICKED CHANNEL (3 
IN RECENT MONTHS TO 
KEEP RETAIL SALES 
ABOVE NATIONAL AVERAGE 


LET YOUR AVERY-KNODEL 


MAN GIVE YOU 
THE FULL STORY! 


WMAZ-TV 
CHANNEL 13 


MA CON,GA. 
Ces ABC NBC 
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ALREADY SOLD TO SUCH BLUE-CHIP ADVERTISERS AS 
Midland Federal Savings & Loan Assn. 
KLZ Denver 


KLOR Salt Lake City 
KOAT Albuquerque 


WNBQ_ Chicago WTCN Minneapolis KONO San Antonio 
WHDH Boston WLWI Indianapolis WTAE Pittsburgh 
WISN Milwaukee WCKT Miami WBAL Baltimore 
WTIC Hartford WFAA Dallas WTOP Washington KOLD Tucson 


@ Joseph Schlitz Brewing Company ©® Conoco Oil Company »® 





KPHO Phoenix 


KING Seattle KELP El Paso WBRE Wilkes-Barre 
KFRE Fresno 


KXLY Spokane KVIl_ Amarillo KTTV Los Angeles 


fj 


FLAMINGO TELEFILM:SALES*CO,~so9’madison Ave., Na¥i Gr 6 MU 8-4 





PHONE NOW! 
MARKETS 
SNAPPED UP 
EVERY DAY! 


starring 


LEE TRACY 


Produced on location! Most 
fabulous city in the world! 
Never before filmed for local 
market television! 


D-X Sunray Oil Co. buys big 
midwest regional! Schaefer 
Beer! Pabst! CBS in New 
York! KTTV! Triangle! West- 
inghouse! Storer! Meredith! 


Choice markets still available! 
Phone now! — PLaza: 5-2100 


Television Programs of America, Inc. 
488 Madison Avenue - New York 22 


Wire or phone 


Michael M. Sillerman, 
Exec. V.P., collect 
— for your 
market! 


Letters (Continued from page 15) 


Agency, Charles Brunelle. Principal 
executive is Mr. Brunelle at the 
agency; Ned Allen at the store. Sage- 
Allen was on Kath Godfrey’s show, 
Monday through Friday and also on 
Meet Me at Maxwell's show with 
Kathy Godfrey (7-7:30 p.m., Satur- 
day) for a short time. They now have 
three spots per week in Kathy God- 
frey’s Connecticut Life and are a satis- 
fied sponsor. 


2. Brown-Thomson De partment 
Store: Agency, Jim Smith. Adver- 
tising manager is Noel Bryce. Brown- 
Thomson has been on WHCT with a 
fair degree of continuity over the past 
year. One notable success was a 
drapery sale which they ran _ last 
spring . . . we have been informed 
the sale ran 20 per cent ahead of any 
previous year when other media had 
been used. 

3. Sears-Roebuck: Mr. Roy Ripp- 
man is manager of the Sears store in 
Manchester, Conn. Sears Manchester 
used WHCT Television for the first time 
and ran three-day promotion. We have 
a quote from Mr. Rippman which 
states that Sears executives were “very 
happy with the promotion” and that 
the use of television was “definitely 
a success.” “Particularly important,” 
Mr. Rippman said, “was the response 
from customers way outside the Man- 
chester trading area.” 

JoserH P. DowLinc 

wxct Hartford 

. the story on department stores 

is a definite contribution to our medium 
and is a fine piece of work... . 

Gene L. CacLe 

President 

KFJz-Tv Fort Worth 


Omission ARB Listing 


. UNHAPPY PAGE 75, EUREKA, 
cALIF., (June ARB listings) OUR NEW 
SERIES “HIGH ROAD TO DANGER” NOT 
LISTED. JUNE ARB 34.3, WHICH PLACES 
EIGHTH IN MARKET. SERIES RUNNING IN 
LOS ANGELES, PUEBLO, TUCSON, BILL- 
INGS AND EUREKA. .. . 

JOHN A. ETTLINGER 
PRESIDENT 

MEDALLION TV ENTERPRISES 
HOLLYWOOD 


NEW YORK 
ONFIDENTIAL 


ON | LOCATION: 


Round-the-clock, 
millions are caught 
up in the current 
of the world’s 
crossroads! 


Lee Tracy and 
“New York's finest” 
find high adventure 
on the piers! 


A few narrow 
streets — financial 
fates decided! 


Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
market! 
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Other Official Films available for strip programming: Star Performance... 


Cross Current / Dateline Europe/Overseas Adventure /formerly Foreign Intrigue...156 prow’ erica 





pr 


erican Legend...80 programs 


CVCTI) 


MY 
LITTLE 
MARGIE. 


174 stations have made tremendous profits with strip 
programming! Even in its fourth, fifth, sixth — or seventh run, 
“My Little Margie” has topped leading network, syndicated 
and local shows...a top money-maker for every station 

that has bought it. 126 sparkling episodes available. 


Ratings prove “My Little Margie” is still No. 1° 


Houston-Galveston . . . 6:00 PM... 23.8 A.R.B.... 5th Run 
Against “World At Large” / “Newsreel” Av. 14.7, 
“TV News” & “ABC News” 11.2 


New Orleans . . . 4:30 PM... 22.1 A.R.B.... 4th Run 
Against “American Bandstand” 12.4, “Four Most Features” 8.1 


St. Louis .. . 4:30 PM... 18.2 A.R.B.... 4th Run 
Against “Gil Newsome” 3.7, “Do You Trust Your Wife?” 3.5 


Birmingham . .. 5:00 PM... 18.3 A.R.B.... 3rd Run 
Against “Fun at Five” 12.0 


Buffalo .. . 10:00 AM... 13.5 A.R.B.... 4th Run 
Against “Garry Moore” 6.1, “Arlene Francis” .7 


Call the leader REPRESENTATIVES: 


in strip programming Atlanta * Atwood 9610 
Beverly Hills * Crestview 6.3528 
Chicago * Dearborn 2-5246 

Cincinnati * Cherry 1-4088 
Dallas * Emerson 8-7467 

Fayetteville + Hillcrest 2-5485 

Ft. Lauderdale + Logan 6-198] 
OFFICIAL FILMS, Inc. / Minneapolis + Walnut 2-2743 


25 West 45 St., New York San Francisco * Juniper 5-3313 
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NOS 2- BOIS DES GARDENIA SALES RESULTS —- TEXAS LEATHER — NO 
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36.00 TO 250.00 - PARTICIPATIONS: 90.00 TO 250.00 


NEW NO 2 PERFUME “FOR THE CLIENT” 
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Madison Adventure Series 

The new series of 78 one-hour-long adventure features 
starring Guy Madison will not be westerns in spite of, or 
perhaps because of, the fact that the star made his repu- 
tation in the Wild Bill Hickok series. Since Hickok is 
still running in many markets western plots will be care- 
fully avoided, at least in the first programs. The series 
will be produced by Guy Madison Productions in an agree- 
ment with Hal Roach Studios. Madison is president of 
Guy Madison Productions and Helen Ainsworth, his man- 
ager, is vice president. Miss Ainsworth will be the actual 
producer, a job she handled for the feature movie, Bull 
Whip, which starred Madison and which is now being re- 
leased through Allied Artists. Wall Street money is financ- 
ing the enterprise. ’ 


Tape Is Live—Ampex; Sure It Is—AFTRA 

Officials of Ampex Corp. have unwittingly given ammu- 
nition to the American Federation of Television and Radio 
Artists for their upcoming contract negotiations. In a re- 
cent advertisement in TELEVISION AGE, Ampex had this to 
say about videotape: “Start by forgetting your film vo- 
cabulary as few of the same terms apply. Videotape is 
actually an extension of live television. The picture comes 
from the tv camera and is recorded on tape as magnetic im- 
pulses. It can’t be seen anymore than you can see record- 
ed music on sound recording tape. But the magnetic im- 
pulses are there and the videotape recorder translates them 
into an image on a tv screen. So you use the techniques 
and keep the advantages of live tv—but add many new 
advantages with tape recording. . . .” Excerpts from this 
ad have been sent to the AFTRA membership. At present, 
AFTRA members get 100 per cent payment for a tape 
broadcast, due to a provision in the 1956 contract which 
went to the effect that tape would be treated as live. For 
obvious financial reasons this blanket provision limits the 
number of re-broadcasts of taped programs, but it has 
also made AFTRA members happy. Negotiations on a new 
contract will get underway shortly, and it is expected that 
some sort of sliding scale will be worked out, similar to 
what is done with. re-runs. 


New Soft Drinks 

The bottling plants of the Coca-Cola Co. in Boston, Chi- 
cago and San Francisco are preparing to produce a new 
soda-in-five-flavors called Fanta. At press time, Coke ex- 
ecutives and those from McCann-Erickson on the account 
were laying introductory plans at their Atlanta offices. 
While the McCann film department states, “We're not mak- 
ing commercials . . . yet,” tv spot activity in and around 
the bottlers’ cities appears certain. 


Syndication Finds Prime Time 


Syndicated film will be programmed in the best time 
slots in its history this fall. CBS-TV has returned two 
half-hours of prime time to its stations, freeing affiliates 


WHAT'S AHEAD BEHIND THE SCENES Tele eS Cop e 






across the nation to program half-hour shows in these 
periods. The time slots are 7:30-8 p.m. Tuesdays, and 
7:30-8 p.m. Wednesdays. Primary affiliates will not be 
able to program feature film since Douglas Edwards and 
the News remains in the 7:15-7:30 period throughout the 
week. Half-hour films rather than local shows will un- 
doubtedly be used. As an example, WCBS-TV New York 
has placed the Burns and Allen re-runs (distributed by 
Screen Gems), in the Tuesday open slot, and has purchased 
Ziv’s Mackenzie’s Raiders for Wednesdays at 7:30 p.m. 


UAA Readies Plan To Buy AAP Stock 

Attorneys for United Artists Association, an independent 
affiliate of United Artists Corp., are currently working on 
papers to submit to stockholders of Associated Artists Pro- 
ductions for the purchase of their stock. UAA was freed 
to go ahead with the purchase when National Telefilm 
Associates sold them its contract for the purchase of 820,- 
000 shares for $2 million, thus ending a law suit. Assum- 
ing UAA purchases a sufficient amount of stock (and this 
seems inevitable since 42 per cent of the stock has been 
committed to them) the management and sales force of 
AAP would be taken over intact, a United Artists spokes- 
man said. UAA would own the assets and would take over 
the liabilities of the company. It is understood that United 
Artists Television, a subsidiary, will continue to concen- 
trate on new productions and its current list of feature 
film packages, and will not become involved with AAP 
properties. 


Barter Deal Under Evaluation 

International Latex and Hearst Metrotone executives are 
currently evaluating reactions of some 150 stations to a 
four and one-half minute fashion newsreel which was dis- 
tributed last month on a test basis. Actually a refined type 
of barter arrangement, the deal is a relatively simple one: 
stations are given the film gratis, and without commer- 
cials. However, the title amounts to something of a com- 
mercial (Playtex Fashion Newsreel), and it is understood 
that there would be at least one mention in each reel of 
International Latex. A full evaluation of station reaction 
is expected momentarily, and the extent to which they 
would be serviced depends on that reaction. Agency is 
Reach, McClinton & Co., Inc. Hearst Metrotone News 
produced the newsreel. 


Riam To Introduce Shaver 

A half-million-dollar budget has been earmarked for a 
year-long introductory campaign for Riam electric shavers, 
a Swiss product that has been successful throughout Eu- 
rope. Smith/Greenland Co., New York, plans to initially 
merchandise the battery-operated shavers via mail-order, 
and, is considering a swing into tv as soon as distribution 
is widespread. Live video demonstrations would show the 
shavers are used without water, lather or outside source of 
electricity. Norman Brust is handling the account. 
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There’s a raft of laughter on TV in their area 
tonight, and they’ve got it firmly on their minds. 
They’re not going to miss it! 

For “I Married Joan’’, with Joan Davis and Jim 
Backus, is now available ...a natural for the whole 
family to watch... including the family bread- 
winner, who’s had to miss the day-time showings 
up to now. 

Nothing sells better than laughter — and here 
are 98 wacky and ingeniously-plotted segments 
cram-packed full of laughs. Watch ’em, clock ’em 
—there’s a laugh a minute! 


NEW YORK, N. Y., 445 Park Avenue, MUrray Hill 8-2545 
DALLAS, TEXAS, 2204-06 Commerce St. 
GREENSBORO, N. C., 3207 Friendly Road 


( What’s on yours? ) 









For night-time showing... for strip showing 
... ‘I Married Joan” is a honey of a show, just 
right to make sponsors in your area awaken with 
interest. 


Call your Interstate Television representative about 
“| Married Joan” now! 


' Eniterstate 
. Felevision. 


SAN FRANCISCO, CAL., 260 Kearny Street 
CHICAGO, ILL., Allied Artists Pictures Inc., 1250 S. Wabash Avenue 
TORONTO, CANADA, Sterling Films Ltd., King Edward Hotel 






















In May network television billings made a firm recovery over their April decline. 





The Business Barometer report shows that network business in May was up 3.1 per 
cent over that in April. 





A comparison with previous years shows that while this gain was better than the 
network gain in May a year ago, it was just about average when compared 
with the previous years that the TV AGE Business Barometer survey has been 
conducted. 





The gain in May 1954 was 4.7 per cent, in May 1955 3.3 per cent, in 1956 4 per cent 
and in 1957 2.5 per cent. 





The Television Bureau of Advertising dollar figure for networks in May came to 
$47,918,145. This is prepared from LNA-BAR reports. A year ago they estimate 
May billings to have reached $43,377,602. 





This is an increase of 10.5 per cent in May of this year as compared to May a year 
ago. 





Division of the total among the three networks in May shows ABC-TV with a volume 
of $8,477,755, a gain 
of 16.8 per cent over 
19573; CBS-TV with 
$20,970,022, up 3.3 
per cent; NBC-TV 
$18,470,368, an in- 





NETWORK BUSINESS 
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these comparisons is 

that ABC-TV and NBC-TV 

both have exactly the 

same increase in May 1955-56 
over May a year ago. 

CBS-TV, of course, 

being the leader, has 

only a nominal gain. 





As the chart on this page 
indicates the path of 
network billings this 
year has been much the 
same as that of 1957 since January 1. While the overall trend is slightly 
stronger than that a year ago the general direction of each change has been 
the same. 











The TELEVISION AGE Business Barometer reports have been made monthly since October, 
1953. (The base line, or zero, of all the Business Barometer charts is for 
that date.) 





The surveys are conducted on the basis of a sample which in no case includes reports 
from fewer than one-fifth of the stations in the country. 





The September 8th issue will report on spot and local billings for June. 
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Sampson sees Red 


and cashes in on award-winning local news! 


Rhode Island Red proudly points out to timebuyer Sampson B. Sagamore that 
only WJAR-TV has: (1) 6 daily newscasts prepared from 5 news services 
plus on the spot coverage! (2) Highest rated newscasts in the Providence 
market! (3) The Peabody Award for special events plus awards from THE 
BILLBOARD and VARIETY! 











In the PROVIDENCE MARKET 


WJAR-TV 


is cock-of-the-walk 
in news coverage! 














X 






CHANNEL 10 * PROVIDENCE, R.I. * NBC*ABC + 





REPRESENTED BY EDWARD PETRY & CO., INC, 
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Station tapes commercials for $100 . . page 27 


P&G network up in second quarter . . page 27 


Spot hits new high for three months . . page 29 


Taped Commercials 


KTTV Los Angeles, an enthusiastic 
booster of videotape as the solution 
to many station programming prob- 
lems, also believes that the new sys- 
tem can cut costs of commercials sub- 
stantially and may very well be 
another potent argument in _per- 
suading department stores to use more 
tv. 

As an instance of the economic use 
of tape the station points to the series 
of commercials it recently made for 
“the world’s largest furniture store,” 
Barker Brothers. The 23 commercials, 
covering as many departments in the 
huge, nine-story building, were made 
during a five-hour shooting period. 
The cost, KTTV estimates, was about 
$100 each, about one-fifth what it 
would have been if film had been used. 





In preparing for these commercials 
KTTV moved one of its remote units 
into the huge store while it was closed 
to the public, set up a closed-circuit 
back to the station and started on the 
ninth floor using two cameras. Here 


Steve Martin, left (who hosts the 
spots), talks over the first script with 
John J. Mahoney, executive vice presi- 
dent and merchandising manager of 
Barker’s. 

Working quickly from department 
to department the commercials fol- 
lowed one another in rapid succession, 
giving viewers a chance to see the vast 





i ose * 
display areas as well as to stop and 
inspect individual pieces. Here Mr. 
Martin stops to explain a decorator’s 
arrangement on the third floor. 





Store personnel followed proceed- 
ings with interest. As this commercial 
was made Kenneth Pelton, (1. to r.) 
advertising manager of the store, Mr. 
Mahoney and Rod Mays, president of 
Mays and Co., agency for Barker’s. 
look on. 

Just five hours after the shooting 
session began the 23rd commercial was 
completed, ready to be used on the air. 
The series is now being televised daily 
over KTTV and will be used for a 13- 
week period. Some of the Barker com- 
mercials were used in the recent KTTV 
trade clinics which were held in both 
New York and Los Angeles. 

Richard A. Moore, president of the 
Los Angeles independent, believes that 
in tape he holds a potent weapon with 


which to challenge network tv. He ex- 
pects that tape will make it possible 
for the station to become an important 
production and distribution unit, able 
to compete with network television 
through syndication of programs to 
other independent stations. 

“Nothing in KTTVv’s ten-year history 
compares in significance with the ad- 
vent of video tape,” he says. “Its 
implications in terms of versatile pro- 
gramming and reduced costs are revo- 
lutionary.” 


P&G Network Up 


Spending a little over $1 million 
more during the second quarter of 1958 
than it spent during the first quarter, 
Procter & Gamble proved to be the lead- 
ing network advertiser for the first half 
of the year, according to TvB estimates 
from LNA-BAR reports. P&G’s six- 
month expenditure of $24,991,781 is 
more than twice that of its nearest 
spending rival, General Motors Corp. 

Somewhat surprisingly, the TvB fig- 
ures show that General Motors, unlike 
Ford and Chrysler, increased expendi- 
tures during the second quarter to the 
tune of several hundred thousand dol- 
lars. Totaling the GM $5,391,337 first- 
quarter and $5,763,975 second-quarter 
expenditures ranks it second among net- 
work advertisers, with gross time costs 
of $11,155,312. 

Chrysler dropped from third to sixth 
in the quarterly-expenditure listing of 
the top 25 network advertisers, and took 
sixth place in the six-month listing with 
a totaled $9,577,069. 

Ford’s expenditure of $3,725,625 for 
ninth position in the first-quarter list- 
ing was offset by an April-June output 
of $2,992,374 which dropped it to 13th 
place. The total $6,717,999 secured an 
11th place ranking for the first half of 
1958. 

General Foods trailed GM closely 
with a slightly increased second-quar- 
ter expenditure that gained it third 
place with a $10,503,849 total. Colgate- 
Palmolive also spent several hundred 
thousand dollars more, holding fourth 
position with $10,320,121. 

(Continued on Page 29) 
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-»- that NTA has some of the best syndicated TV programs of the year! A close-up of the syndicated TV 
shows offered by NTA this year reveals some of the most exciting shows of the season. Whichever type you prefer= 
action, adventure, mystery or variety—you’ll find the most outstanding ones at NTA. So study these proofs...and then 


order the thirty-nine prints available now in each series! NATIONAL TELEFILM ASSOCIATES, INC. 
Coliseum Tower, 10 Columbus Circle, N. Y, 19, N. Y., JUdson 2-730 








News 


Lever Bros. followed suit and held 
fifth place in both the first- and second- 
quarter listings, as well as in the six- 
month figures with $10,288,263. 

Bristol-Myers Co. and R. J. Rey- 
nolds Tobacco Co. shifted positions in 
the two quarterly listings, B-M reduc- 
ing its second-quarter expenditure by 
$1 million and going from seventh to 
tenth position; while Reynolds in- 
creased its expenditure by more than 
$14 million and moved from tenth to 
seventh place. The B-M six-month total 
of $8,591,929 put it eighth among the 
top 25 advertisers, while Reynold’s $7,- 
761,351 took ninth position. 

American Home Products Corp., 
spending $500,000 less in the second 
quarter, but holding eighth position in 
both three-month listings, took seventh 
place in the six-month total figures 
with $8,804,618. 

Of the 25 companies, 16 spent sums 
ranging from $9,000 to over $1 million 
more during the second quarter than 
the first. RCA cut its second-quarter ex- 
penditure from $1,590,932 to $1,577,- 
354, but still moved from 22nd to 21st 
position in the April-June listing. 

Other companies ranked in descend- 
ing order of six-month expenditures 
are: 10th, Gillette Co. $7,500,972; 12th, 
Kellogg Co. $6,041,766; 13th, Ameri- 
can Tobacco Co. $5,843,424; 14th, Lig- 
gett & Myers $5,350,053; 15th, Phar- 
maceuticals, Inc. $4,973,597; 16th, 
General Mills $4,436,251; 17th, Ster- 
ling Drug, Inc. $4,406,659; 18th, P. 
Lorillard $4,117,809; 19th, Brown & 
Williamson Tobacco $3,846,755; 20th, 
Revlon, Inc. $3,459,240; 21st, National 
Dairy Products Corp. $3,363,412; 
22nd, RCA $3,168,286; 23rd, Eastman- 
Kodak Co. $3,050,940; 24th, General 
Electric Co. $2,748,931. 

Philip Morris, Inc., which had an ex- 
penditure of $1,452,858 for 24th posi- 
tion in the listing for January-March, 
did not appear in the top 25 advertisers 
for the second quarter. Its position was 
held by Standard Brands, Inc., not in- 
cluded in the first-quarter listing, but 
which had a second-quarter expendi- 
ture of $1,397,548. 

Leading brands advertised on net- 
work tv for the six-month period were 
P&G’s Tide, with a budget of $4,487,- 
894; Ford cars, with $3,992,652; and 
Anacin, with $3,948,952. 


(Continued from page 27) 


Spot Tv Hits New High 


Spot television expenditures for the 
second quarter of 1958 amounted to 
the highest quarterly figure in the his- 
tory of the medium, according to the 
Television Bureau of Advertising. The 
actual figure, estimated at $130,353,- 
000, represents a 9.7 per cent increase 
over the comparable period last year, 
which was estimated at $118,870,000. 

Some inevitable changes took place 
in the ranking of the top 100 adver- 
tisers during the second quarter of this 
year. Procter & Gamble Co. remained 
the top spot tv advertiser, spending $8,- 
454,700 in this period, as compared to 
$6,518,900 in the second quarter of 
1957. But Lever Bros., which was 
ranked number six last year, moved up 
to the number two position, spending 
$4,636,800 in the second quarter. Col- 
gate-Palmolive Co., ranked number 


eight last year with $1,777,800, in this 
period spent $4,180,400 for the num- 
ber-three spot. All of these advertisers 
spent a record amount of money in this 
quarter. 

Total spot tv expenditures in the sec- 
ond quarter of 1957 represented a 10 
per cent increase in gross dollars over 
the same period in 1956. 

Comparing 275 stations reporting 
during the second quarters of 1957 and 
1958 TvB found that the increase 
amounted to 9.4 per cent. A total of 
329 stations reported this year. The fig- 
ures indicate very little of a leveling off 
in spot television expenditures, and are 
in fact impressive if the revenue losses 
of newspapers and magazines are taken 
into account. 

Among the spot tv advertisers who 
materially increased their expenditures 
in the second quarter of 1958 over the 

(Continued on page 76) 





Top 100 Spot Television Advertisers 


. Procter & Gamble Co. ..... $8,454,700 
. Lever Brothers Co. ......... 
3. Colgate-Palmolive Co. ..... 
. Brown & Williamson Tob. Co. 
. General Foods Corp. ....... 
. Adell Chemical Co. ........ 
. Continental Baking Co. ..... 
. Miles Laboratories, Inc. .... 
. American Home Prods. Corp. 
. P. Lorillard & Co. 2.000000 
. Philip Morris & Co. ........ 
. National Biscuit Co. ...... 
. Carter Products, Inc. ...... 
. International Latex Corp. .. 
. Coca-Cola Co./Bottlers 
. Sterling Drug, Inc. ........ 
. Charles Antell, Inc. ....... 
. Warner-Lambert Pharma. Co. 
. Standard Brands, Inc. ...... 
. Pepsi Cola Co./Bottlers .... 
. Andrew Jergens Co. ....... 
2. Texize Chemical Co. ...... 
. Food Mfgrs., Inc. .......... 
24. S. C. Johnson & Son, Inc. .. 
. Gillette Co. 
. Robert Hall Clothes 
. Texas Co. 
. Esso Standard Oil Co. ..... 
. Bulova Watch Co. 812,600 
e.” fhe yer = 807,700 
. Nehi Corp./Bottlers 768,800 
. Bristol-Myers Co. .......... 732,500 
es: 8 Cg ee eae 727,000 
. Drug Research Corp. ...... 717,200 
. General Mills, Inc. ........ 713,800 
36. Anheuser-Busch, Inc. ...... 713,400 
37. R. J. Reynolds Tobacco Co. 676,500 
38. Pabst Brewing Co. ........ 649,200 
39. Falstaff Brewing Corp. .... 640,500 
. Liggett & Myers Tob. Co. .. 582,600 
. Marathon Corp. ........... 555,500 
. Alberto-Culver Co. ........ 519,500 
. Frenchette Co., Inc. ...... 515,000 
, OM, on cnecsncdec 513,600 
. Dumas-Milner Co. 506,700 
. Jos. E. Schlitz Brew. Co. .. 506,700 
. William Wrigley Jr., Co. .. 506,500 
. Salada-Shirriff-Horsey 495,000 
. Ward Baking Co. .......... 484,600 
PE EEE ax cavachactens 484,100 


871,000 
857,500 
843,000 
820,100 
817,900 


51. American Tobacco Co. ..... 
52. P. Ballantine & Sons 
53. J. A. Folger & Co. ........ 
54. Burgermeister Brew. Corp. . 
. Harold F. Ritchie, Inc. .... 
OEE, «sccescnens 
. U. S. Borax & Chem. Corp. 
. Theo. Hamm Brewing Co. .. 
. Standard Oil Co. of Ind. .. 
. Norwich Pharmacal Co. .... 
. Phillips Petroleum Co. .... 
2. General Cigar Co. ........ 
ee PLM, ccacsestene 
Pi CM, . osccseccsis 
. Kellogg Company 
. Canada Dry Co./Bottlers .. 
SS 0 Sree 
. Dr. Pepper Co./Bottlers ... 
. Corn Products Refining Co. . 
. B. T. Babbitt Co., Ine. .... 
71. Hills Bros. Coffee, Inc. .... 
2. Great A & P Tea Co. .... 
i. 6) oN ae 
74. American Bakeries Co. ..... 
. Pacific Tel. & Tel. Co. ...... 
) EE. TO. io wen cekend’s 
77. F. & M. Shaefer Brew. Co. 
. Exquisite Form Brassieres . 
. American Sugar Refining .. 
L See NO GM, cscdacecs 
. Safway Stores, Inc. ....... 
2. Jacob Ruppert Brewery .... 
. Quaker Oats Co. ......... 
. Tidy House Products Co. .. 
. Atlantic Refining Co. ...... 
. Hoffman Beverage Co./Bott. 
OE TM csccosesces 
. Carling Brewing Co., Inc. . 
Be A eee 
Sy: Sr 
. Max Factor & Co. ........ 
. Interstate Bakeries 
NO ME, GG, cocccccccce 
S 8 8 eS err 
ey ee 
. George Weidemann Brew. Co. 
. Blatz Brewing Co. ........ 
CO TM, ca cvscece 
99. American Health Studios .. 
. E. & J. Gallo Winery ...... 


416,200 
406,600 
405,600 
404,500 
399,400 
395,100 
383,500 
380,600 
377.990 
374,700 
344,000 
371,300 
368,200 
366,600 
365,100 
359,800 
350,400 
349,800 
348,100 
347,200 
345,900 
336,000 
331,300 
323,200 
321,000 
316,000 
315,300 
314,900 
309,500 
301,800 
301,600 
300,100 
294,200 
292,700 
292,600 
290,100 
286,600 
280,700 
278,800 
277,500 
273,600 
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This is the first in a series about successful people in advertising. Peters, Griffin, Woodward, Inc. Spot Television 
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IS MR. THINKBIGLY 


.. who likes to advertise in a big way, with big names, big shows, big space — 
all the things that he’d been told would put his company in the big time. 


Mr. Thinkbigly did very well! 


Then he discovered that he could get his advertising before bigger audiences by 
putting a good part of his budget in spot television. Now Mr. Thinkbigly is show- 
ing bigger sales, and a bigger profit — and he likes that in a much bigger way. 


Your PGW Colonel would like to send you a copy of “A Local Affair’, a booklet 
which will show you how big spot television is on the local scene, where sales 
are made—or lost. 


Just write to Peters, Griffin, Woodward, Spot Television, 250 Park Avenue, N. Y. C. 
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WEST WDSM-TV Duluth-Superior 6 NBC-ABC KYW-TV Cleveland 3 NBC Xe 
B KBOI-TV _Bolse 2 cps - WDAY-TV_‘ Fargo 6 NBC-ABC WWJ-TV Detroit 4 NBC ; 
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WBAP-TV Fort Worth-Dallas 5 NBC WSVA-TV Harrisonburg, Va. 3 ALL 
2D KENS-TV San Antonio 5 CBS WFGA-TV Jacksonville 12 NBC 
wTv) Miami 4 CBS 
pf WDBJ-TV Roanoke 7 CBS 





PETERS, GRIFFIN, WOODWARD. inc. 
Spot TELEVISION 


ty, Pioneer Station Representatives Since 1932 
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...and what a kiso! 


Ardent advertisers are now enjoying the sweet kiss of sales 
success from the Nation’s Sixteenth Television Market! 


Television Magazine credits the Charlotte-WBTV Television Market with 
689,882 sets, making this the Sixteenth Television Market in the Nation... First in the South! 





Re-evaluate your expenditures. Call CBS Television Spot Sales for a date! 


Source: Television Magazine Set Count, May, 1958 
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Today stations use film 


for 3 out of every 4 hours which are 


he film factor is becoming increasingly im- 

portant in local programming. Just four years 
ago 64 per cent of non-network television was pro- 
grammed by film. Today that figure has jumped 
to 74 per cent, and the enthusiasm of program 
managers for film indicates that it may easily go 
still higher. 

Of this huge film segment, 56 per cent is filled 
by feature film, 28 per cent by syndicated film 
and the remaining 16 per cent by news, local, and 
other filmed material. 

These and other little-known facts about film 
came from a second TV AGE survey of station pro- 
gramming. The first was made in August 1954 





programmed locally 


(Tv AGE, October 1954). The present survey cov- 
ered the week of June 8, with more than one-third 
of the nation’s 510 commercial tv stations par- 
ticipating. Outlets in all sizes and types of mar- 
kets were represented, and questionnaires were 
returned from 41 states (including Alaska) and 
two territories. 

The sample showed station-executive opinion 
in nearly unanimous agreement on the popularity 
of film programming in all coverage areas. Ad- 
vantages which drew universal endorsement in- 
cluded comparative low cost, ease of handling, 
small chance of error, ease of sponsor identifica- 
tion, star appeal and production backgrounds. 








How Station Film Programming Is Divided 
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hours on air 106 
hours local programs 43 
hours film 32 
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Source: TV Age. Week surveyed, June 8-14. Stations classed by highest hourly rate. 











On the other hand, most program 
chiefs agreed that live shows have their 
good points, too. Spontaneity and real- 
ism rated high in these plusses, as did 
local prestige and community interest. 

Consensus seemed to be that it takes 
local as well as film to round out a 
satisfactory programming format, but 
film deserves to occupy the major place 
it does. 


The TV AGE survey shows that the 
film-live ratio on the average station 
in an average week of 106 hours on 
the air is 32 hours of film and 11 of 
local live, to make a total of 43 hours 
for all local programming (see chart). 

Of this film programming, 18 hours 
are devoted to feature film. These 18 
hours, on the average station, are made 
up of 11 different features, something 
like four and one-half of which are first- 
run, with the rest reruns of movies 
which have appeared in the market be- 
fore. The practice is to break the movies 
four times for commercials, which, with 
a beginning and concluding spot, 
makes a possible six commercial pe- 
riods in the usual feature film. These 
commercials would fall 16 minutes 
apart on the average. 

About 80 per cent of feature-length 
movies on the average station are sold 
to participating advertisers. Another 
seven per cent are bought by a single 
sponsor, with the remaining films sold 
to alternate sponsors or run completely 
sustaining by the station. 

The average station fills nine hours 
a week with syndicated film, the sur- 
vey shows, with about 16 programs 
taking up that time. Some 27 per cent 
of these are sold to one sponsor, 13 
per cent to alternating sponsors and 47 
per cent to participating advertisers. 

Other film, such as news clips, pub- 
lic-service shows and locally originated 
programs, occupies an additional five 
hours in the average week. Stations es- 
timate that nine per cent of this is news 
and nine per cent their own locally pro- 


duced film. 


All of these figures are for the aver- 
age among the 510 commercial stations 
in the country. It is possible to find 
the more exact film habits of any type 
of station by looking at the statistics 
for outlets as compared with their 
hourly rates. 


Largest stations, of course, are on 
the air more hours than the average, 
using 126 of their possible 168 hours 
of weekly air time for telecasting. With 
more hours on the air, they have more 
time for local origination—69 hours— 
and more for film, 48. 

Of these 48 hours of film, largest 
stations use 27 for full-length features, 
13 for syndicated and eight hours for 
other film. 

They run an average of 17 feature 
films a week, with only a little more 
than four first-run and all of the bal- 
ance reruns. This is possible, of course, 
because larger stations have a bigger 
audience and are able to draw satis- 
factory ratings for repeated showings 
of the same film, while smaller stations, 
with their limited number of viewers, 
can’t count on a reservoir of people 
who didn’t see the film the first time 
around. 

Commercial breaks average about 
the same for large stations as for small, 
and the percentages of features sold 
participating and to one sponsor are 
about average. 

Largest stations average 13 hours of 
syndicated film in a week. Their vol- 
ume of film, other than feature or syn- 
dicated, is greater than the average, 
with eight hours weekly. 

In comparison, smallest stations, with 
only 85 hours on the air, program lo- 
cally only 34 hours, with 27 of these 
devoted to film. Ten hours of the 27 
are devoted to feature film, 13 to syn- 
dicated and four to other. Small sta- 
tions, of course, have fewer reruns. 
With a total of only seven films a week, 
more than four are first-run for their 
areas. They also have a larger number 
of one-sponsor films. With lower rates, 


full sponsorship is attractive to more 
advertisers than where rates are higher. 

Sixteen syndicated films are shown 
on the average small station weekly. Of 
these, 26 per cent have a single spon- 
sor, 10 per cent alternate sponsors, and 
43 per cent are sold to participating 
advertisers, 

Stations in the intermediate ranks 
between very large and very small seem 
to range proportionately in hours on 
the air, hours of local and hours of film 
programming. Hours of feature, syndi- 
cated and other film follow approxi- 
mately the same pattern, with few ex- 
ceptions. These can be followed most 
easily on the chart. 

Most station program executives 
agree on the utility and popularity of 
film, as well as on the need for some 
live programming. 


“Depending on the rerun situation, 
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Change in 
| Average Station’s 
Film Use 
1954 1958 
| hours on air 83 106 
| local program hours 47 43 
| film hours ... 30 32 
| no. feature films 12 1] 
no. syndicated .... 25 16 


| Source: TV Age surveys. 


film shows in our market are more 
popular than local live productions,” 
says Bob Wormington of WDAF-TV 
Kansas City. “We feel this is due to 
name stars and production that is far 
superior to anything that can be ac- 
complished on the local level. Cost-wise 
these film shows are also considerably 
cheaper to program than live shows, 
especially live programs of near com- 
parable quality. However, the local live 
production is necessary to integrate the 

(Continued on page 71) 
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ye wine, television shows don’t 
usually improve with the years. 
This observation is axiomatic in the 
trade, and seldom has been challenged, 
since the life expectancy of the aver- 
age program seems roughly equivalent 
to that of a junior officer in combat. 

It comes as a surprise therefore, with 
the audience becoming increasingly 
critical, to learn that this year re-runs 
of re-runs of re-runs of syndicated 
shows continue to hold viewers, some- 
times more of them than the previous 
run in the same market. Familiarity 
breeds devotion, apparently. 

And the outlook for syndicated re- 
runs for the coming season can only be 
described as optimistic, despite a slack- 
ening in tv’s rate of growth. Mathe- 
matically speaking, it would seem as 
though the re-run market can never be 
as healthy again, since part of its suc- 
cess lies in the inexorable growth of the 
medium. 

Each year, since 1949, when set own- 
ership amounted to four per cent of 
total U.S. homes, its audience has in- 
creased by millions, and for these new 


viewers any program was first run. To- | 





Syndicators find “standards” 


day, according to Nielsen, 85 per cent 
of U.S. homes have television sets, a 
total of some 43 million homes, and 
an increase of four per cent over 1957. 
But as saturation is approached, with 
the new audiences coming only from 
population growth, will there still be a 
place for re-runs? 

It appears as though there will, and 
for reasons that defy statistical analysis. 

One of the reasons hasn’t even a 
definition. It’s variously and ineptly 
called “basic audience appeal,” “mass 
appeal,” “timeless quality” and a host 
of other phrases to indicate that the 
program is a natural for almost any- 
body, almost all the time, almost any- 
where. Allied with this intangible is an 
equally confusing psychological factor: 
some viewers seem to like familiar pro- 
grams; they correspond to the audience 
which used to return weekly to the same 
vaudeville shows to watch the same 
pratfalls, the same juggling acts. 

The reason why some programs suc- 
ceed continually while others slowly die 
cannot be adequately answered. It’s a 
mystery, but there’s nothing mysterious 
about the way a third- or fourth-run 


continue to register high ratings 


Good for the long run 


satisfy sponsors 


Flamingo’s Grand Ole Opry. 





series can obtain a respectable rating. 
Initially, a 20 per cent share of audi- 
ence means only one thing to station 
and syndicator: 80 per cent of the audi- 
ence hasn’t seen the program. Placing 
the show in a different time slot, against 
different opposition can do wonders, 
even on the fifth time around. As an 
example, CBS Television Film Sales’ 
Amos ‘n’ Andy, now in its 11th run in 
New York, is in the number two spot 
in the 6:30-7 p.m. time slot, Monday 
through Friday. 

Generally, third and fourth runs of 
shows are sold by syndicators on a sta- 
tion basis, rather than directly to an 
advertiser. The station then sells it 
either to a local or regional advertiser, 
or programs it as a national spot car- 
rier. The value to a station of pro- 
gramming syndicated shows simply as 
national spot vehicles is obvious: a syn- 
dicated show will generally do better 
than a local origination, and will at- 
tract spot tv money. 

Jeremy Sprague, a timebuyer with 
Cunningham & Walsh, makes it even 
more obvious: “We like to place par- 
ticipations in syndicated programs, and 





Screen Gems’ Jet Jackson, 1954. 














































Gerald Mohr stars in Official’s Cross Current. 


we might even sacrifice a few rating 
points just for the sake of being in a 
show.” 

It’s for this reason that station repre- 
sentatives have quietly but authorita- 
tively assumed a new role with their 
clients, that of program advisors. Some 
representatives will go as far as to sug- ‘ 
gest particular program buys, and 
frown on others. They will also suggest 
the best time periods for a given show, 
and will analyze the market in terms 
of audience potential for the program. 

Agency buyers queried on the sub- 
ject of re-runs expressed no aversion 
for them. Rather, a note of genuine ap- 
preciation was expressed for the cost 
factors involved, which are always ad- 
vantageous. 

Bob Fenton of McCann-Erickson 
points out that “with certain advertis- 
ers the number of runs a show has had 
makes no difference. Comedies espe- ‘ 
cially can be run time and time again, 
and with each run the cost keeps going 
down.” 

Mr. Fenton also has an explanation 
for the longevity of certain programs. 
They have a timeless, almost spaceless 
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Some clowning in CBS Films’ Amos ’n’ Andy. 


quality, especially the jungle epics, he 
says, “and the atom bomb won’t change 
the scenery.” 

Jim Somers of the television depart- 
ment of Grey Advertising, feels that “no 
matter what the rating, there are al- 
ways people who haven't seen the show. 
And in another run, who is going to 
prove that there is still not a large block 
of potential viewers?” 

The visual type comedies, as opposed 
to comedies which depend on dialogue, 
will survive longest, Mr. Somers says. 

Don Smith, an account executive 
with Kenyon & Eckhardt, says that “cer- 
tain kinds of products seem to lend 
themselves to re-runs, especially those 
in the package-goods category. On the 
other hand, high-ticket items such as 
automobiles need high ticket shows.” 
Where a re-run maintains a good rat- 
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ilms’ Racket Squad (|), and Guild’s 


ing, its advantage to an advertiser is 
obvious, and that is its price, Mr. Smith 
says. 

Paul G. Gumbiner, vice president, tv 
and radio, the Lawrence C. Gumbiner 
Advertising Agency, notes that “it 
doesn’t seem to matter in certain cases 
whether a property is first run or re- 
run.” Mr. Gumbiner points out that 
when a program gets a 15 or 18 rating 
only one-sixth of the audience has seen 
it, and its value, therefore, has hardly 
been exhausted. 

Other agency people questioned on 
the subject echoed these sentiments. 
Three generalizations were most often 
made: the price of a re-run is attrac- 
tive, there is always an audience for it 
if it is properly programmed, and any- 
one who can adequately explain their 
success would be a millionaire. The 
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Sherlock Holmes (r). 





secret, it was generally implied, is as 
well kept as Archie Moore’s formula 
(obtained from an Australian aborig- 
inal) for scaling down to the light- 
heavyweight limit. 

The success of long run children’s 
shows is more readily explained. For 
one thing the- audience materially 
changes each year as a new batch of 
children reach the age of reason and 
settle down for heavy tv viewing. Then 
again, their psychology is such as to 
appreciate even more deeply a re-run 
of an episode—the impact of a first 
showing is frequently too much for 
them. 

Hal Hough, formerly program direc- 
tor of wcss New York, and now direc- 
tor of program services for CBS Tele- 
vision Stations Division, feels that long- 
run film will always be of value to a 
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Lon Chaney portrays the loyal brother of Hawkeye in TPA’s “eastern,” Hawkeye a 


station. Mr. Hough, who serves as pro- 
gram adviser to the company’s owned 
tv stations, says that re-runs are best 
utilized for daytime stripping. The best 
type of programming for this purpose 
are situation comedies, Mr. Hough says, 
since while the audience may remember 
vaguely a given episode, they don’t re- 
member the lines. Laurel and Hardy, 
distributed by Governor Television, “al- 
ways gets a it’s 
placed.” 

This is true of many syndicated 
properties which by all odds should be 
breathing their last. Ziv Tv’s The Cisco 
Kid may well be the grandaddy of 
them all, but it is still ranked in the 
top 20. ABC Film Syndicat'on’s Racket 
Squad went into syndication in Octo- 
ber, 1953, and has been seen at least 
once in more than 180 markets. In its 


rating, wherever 
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third run in Atlanta in 1956, Racket 
Squad was number one in its time pe- 
riod. In its third run in Detroit, the 
series was the number one syndicated 
film in its time slot. 

CBS Television Film Sales’ Annie 
Oakley, which went into syndication 
in 1954, is still going strong in over 
100 markets. It was third place in its 
time slot in Los Angeles, according to 
a recent Pulse report. 

Buelah, a situation comedy distrib- 
uted by Flamingo Telefilm Sales, went 
into syndication in 1954, and is still 
going strong in some 40 markets. Sher- 
lock Holmes, distributed by Guild 
Films, is currently aired in 100 mar- 
kets, as is Guild’s Paris Precinct. Gov- 
ernor Television’s Laurel and Hardy 
also occupies a unique place among 
syndicated properties. It was placed on 
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nd The Last of the Mohicans. 


the market in 1948, and today is seen 
in over 100 markets. The Laurel and 
Hardy package, consisting of 60 shorts, 
ranging from 18 to 22 minutes in 
length, is programmed in a variety of 
ways. 

MCA-TV’s Waterfront is now seen 
in over 100 markets. Latest available 
American Research Bureau figures 
show that it was number five among 
all syndicated programs in Detroit, 
number four in San Luis Obispo, num- 
ber four in Richmond, Va., and num- 
ber eight in Pensacola, Fla. 

Victory at Sea, distributed by Cali- 
fornia National Productions, averaged 
a 22.1 ARB, or 49 per cent share of 
audience for the January to June period 
in Miami, where it was in its third run. 
In New York, average for the sixth, 

(Continued on page 73) 
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Agency methods and formulas vary 
but all agree new coverage studies 


are best available 


George Blechta, John Churchill and Henry Rahmel, of the A. C. Nielson Co. 





How to use NCS 3 


we the past few weeks, tv sta- 
tions and advertising agencies 
throughout the country have been un- 
wrapping large packages of printed 
material delivered from the A. C. Niel- 
sen Co. The data comprises reports 
from NCS #3, the third in a series of 
Nielsen Coverage Service studies which 
pinpoint U. S. station audience on a 
county-by-county basis. 

The latest in the series differs from 
its predecessors in that it is the first re- 
port devoted solely to tv-station cover- 
age. NCS #1, released in Spring, 1952, 
was the first over-all county-by-county 
measurement of both radio and tv set 
ownership and station coverage and 
circulation. In Spring, 1956, the sec- 
ond study, NCS #2, repeated and re- 
fined the techniques of the initial sur- 
vey, again including both radio and tv. 

Although a four-year period sepa- 
rated the first and second studies, the 
rapid growth of video during the last 
two years made the new survey im- 
perative for accurate planning. “Now,” 
says William Rubens, manager of audi- 
ence measurement at NBC-TV, “we 
have very recent and quite comprehen- 
sive figures. Although there are always 
slight changes taking place in station 
coverage due to power increases, etc., 
the over-all picture should not change 
as drastically in the future as it has 
been doing, making these Nielsen fig- 
ures good for quite a while.” 

Nielsen Coverage Service reaches in- 
dividual stations, networks, advertisers 
and agencies with information on the 
size of a station’s market, number of 
homes in the area, number of homes 
with tv, number of families that view 
a given station or network, where these 
families are located, how often they 
watch the station, and what competing 
stations serve the market. 

How is this information utilized? In 
this age of survey-on-survey and data- 
on-data, is the Nielsen material a vital 
factor in determining the proper place- 
ment of tv advertising? These were 
some of the questions put to agency 
and network research people who had 
just begun to go through the mass of 
statistics known as NCS #3. 

“A network uses the study differently 
than an agency,” notes Leonard De- 
nooyer, manager of coverage at CBS- 
TV. “The material’s primary agency 
function is to serve as a buying tool. 
Networks, with generally equal cover- 


























































age, do not expect to sell their programs 
on that basis. Here, the NCS data be- 
comes a management tool. 

“Affiliate relations are affected by the 
study, with the network making every 
effort to obtain the station in each mar- 
ket with the best coverage. ‘Weak sis- 
ter’ operations are eliminated whenever 
possible. 

“The second major use of the Niel- 
sen study at CBS-TV is in helping to 
set the price structure for network ad- 
vertising. The extent of coverage, along 
with other factors, is a prime ingredient 
in rate determination. Another, and in- 
cidental, use of the NCS report took 
place recently in Washington when the 
material was presented in connection 
with a government hearing on network 
affairs.” 

At NBC.-TV, Bill Rubens pointed out 
that NCS #3 can show an advertiser 
the markets in which he needs supple- 
mentary schedules in addition to his 
regular network program. “The Niel- 
sen study,” he says, “gives an extremely 
critical idea of coverage, showing 
f ringe areas, etc., much more accurate- 
ly than through other methods.” 

Asked if NCS #3 was valuable 
enough to justify its cost, CBS-TV’s 
Leonard Denooyer stated his depart- 
ment received quick approval on its 
requisition for $80,000 for the study. 
“The data must be analyzed carefully,” 
he says, “just as any other material— 
and we have four or five persons work- 
ing full time with the study and pass- 
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rking full time with the study 
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ing on their analyses to others—but the 
report itself is something that can’t be 
duplicated or obtained elsewhere.” 

(The price of the NCS #3 Network 
Service given is considerably higher 
than the services supplied stations, 
agencies and advertisers. Nielsen. lists 
typical tv station rates as ranging from 
a low of $500 to a maximum of $12,- 
000 for the full NCS Station Service. 
Agency rates can range from $100 for 
service on a single state for a small 
agency to $10,000 for a full 48-state 
service for a major agency.) 





“The 
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material’ s 
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In querying the research heads at a 
dozen of the 40 agencies which were 
pre-publication subscribers to NCS 
#3, it was learned that the extent of 
analysis and use of the material varied 
in many respects. Several agencies con- 
sider the Nielsen figures as complete 
and accurate as it’s possible to obtain— 
and ready for use by buyers and media 
people without more than superficial 
instructions. 

Betty Coumbe, media research di- 
rector at Grey Advertising, Inc., 
doubted this was a wise policy to fol- 
low. “I cannot understand,” she says, 
“how the figures—as reliable as they 
are—can be used without a complete 
analysis. Nielsen is not perfect in all 
areas, as has been determined in past 
studies. It’s true the NCS reports put 
an end to the use of sliderules and 
drawing of circles on maps, but there 
are so many individual applications of 
the material that it still must be 
analyzed carefully for each client.” 

Miss Coumbe noted that possibly 
Grey undertakes a more penetrating 
analysis of the Nielsen study than many 
other agencies, crediting this fact large- 
ly to the needs of Procter & Gamble 





and its media policies. (P&G is the only 
company of its type listed among five 
advertiser-subscribers to NCS #3, the 
others being the Borden Co., Chrysler 
Corp., Thomas J. Lipton, Inc., and Car- 
ter Products. ) 

“Our study of the Nielsen report is 
extremely involved,” says Miss Coumbe, 
“and has so many variable factors they 
can’t even be summarized. Such sim- 
ple figures as the cut-off percentages 
vary greatly depending on the product, 
client, campaign and market we're 
working on.” 





primary agency 


as a buving tool.” 


Ted Bates & Co., Inc., prepared a ten- 
page analysis and statistical tables to 
be used in conjunction with the 1957 
NCS #2 study. A Bates spokesman said 
preliminary inspection of the new re- 
port indicated the same kind of analysis 
would apply to it as well. 

As in NCS #2, the recently-released 
NCS #3 reports on the number of view- 
ers for both day and night periods, 
daily, weekly and monthly. Quoting 
from the Bates analysis of NCS #2: 

“After careful review, the agency has 
decided that total weekly viewing day 
or night is the best indicator of a sta- 
tion’s effective potential audience. If a 
tv home does not view a station at least 
once a week, it is felt that such a home 
is relatively unimportant. . . . The av- 
erage daily viewing figures are not used 
because they are too restrictive. The 
monthly figures are not used because 
respondents cannot accurately report 
their viewing actions over a full month- 
ly period .. .” 

The NCS #2 and NCS #3 data de- 
fine a e 
which 10 per cent or more of the tv 
homes report viewing a station at least 
once a month. In raising the coverage 


“covered” county as one in 
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requirement to weekly viewing, the 
Bates analysis called for “a mental re- 
vision of all previous conceptions of 
coverage areas.” 

“Previously a coverage area was that 
within which a substantial number of 
homes could receive a clear picture 
from a station in the originating coun- 








“. .. the NCS reports put an 
end to the use of sliderules and the 


drawing of circles on maps. . .” 


The advantages of the coverage 
data in NCS #3 over other sur- 
vey-method results is evidenced in 
an actual case involving the audi- 
ences of two neighboring stations. 
Using previous measurement meth- 
ods of contours and intersecting 
circles, both new station A and es- 
tablished station BR, telecasting vir- 
tually identical programming with 
equal power, would appear to war- 
rant basically similar audiences in 
each of the counties nearest each 
station, with proportionally de- 
creasing audiences in the more dis- 
tant counties. 


However, as indicated in the ac- 
companying table based on NCS 
#3 figures, the new station located 
nearest county X has gained a total 
audience of only 66 per cent of the 
homes in the county, with a 23 
per cent total in distant county Y. 
The established station has a 98 
per cent audience figure in its near- 
by county Y and an 82- per cent 
figure in its distant county X. 

Although engineers would state 
both stations have equal and ade- 





ty—and was generally identifiable as 
“the Grade B contour,” the report states. 
“Our current concept goes geographi- 
cally far beyond the Grade B contour. 
It accepts as the tv home potential each 
and every home that has reported view- 
ing a station at least once a week, 
either daytime or nighttime—whether 
the home be located near or literally 
one hundred or more miles away. This 
total weekly audience replaces our pre- 
vious estimates which represented total 
tv homes in the Grade B area only.” 


In order to relate the Nielsen figures 
to the ARB ratings which the agency 
uses, the Bates analysis detailed an ad- 
justed rating-base system as follows: 

“Since ARB ratings are based on 
100 per cent of the tv homes inter- 
viewed within a given area, a rating 
adjustment must be made in those areas 
where viewing habits on a weekly day 
or night base are less than 100 per 
cent. To illustrate why this is neces- 
sary, assume there are 200,000 tv 
homes in the area surveyed by ARB, 
and that the originating station has a 
weekly audience of 150,000 (75 per 


quate signals, to make full use of 
the new station, the typical tv home 
in both counties would have to do 
one or more (and perhaps all) of 
the following: 

1. Discover the station acciden- 
tally, or as a result of promo- 
tion, at a point on the dial 
previously dead. 

2. Abandon loyalty to an “old 
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A new station established station B 


friend” and stop (at least par- 
tially) viewing the established 
station. 

- Rotate the antenna to bring 
in the new station’s signal at 
its strongest. 

- Add an efficient high-band 
array, since the leading serv- 
ices prior to the new station 
were at the lower end of the 
tv spectrum. 
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“, . . some agencies 


have mystic formulas . . .” 


cent) in the same area. 

“For a particular spot, an ARB rat- 
ing of 6.0 per cent of the total 200,000 
tv homes would deliver 12,000. This 
12,000 equals 8.0 per cent of the 150,- 


| 
Thorough analysis of the figures 
can serve (1) to indicate to the | 
newer station that increased pro- 
motion and programming effort 
might be needed to build its audi- 
ence in each county, and (2) to aid 
advertising agencies in determin- 
ing which of the stations to use in | 
order to reach a large or particular 
market. Obviously, the ability to 
serve a home with a signal is often 
but the first step toward building | 
an audience for a station. | 
| 


New vs. Established Station 
% Total Tv Homes 
County X County Y | 


Use both stations 45% 20% 
Uses new, but not 
established sta- 
tion 21% 3% 
Uses _ established, 
but not new 
station 37% 78% | 
New station total 
homes 66% 23% | 
Established _ sta- | 
tion total | 
homes 82% 98% 





















000 weekly audience. 

“Since we are accepting the weekly 
audience (150,000) as our new base 
for ratings, then it follows that a rating 
applied to the total station coverage 
(weekly audience) must have the same 
adjustment factor (now 8.0 per cent 
rather than 6.0 per cent) .” 

The analysis continues by stating, 
“Instead of adjusting every single rat- 
ing used in the media department, it 
is more expedient to adjust the rating 
base (weekly audience),” and lists a 
table in which the weekly audience fig- 
ure for each market is raised propor- 
tionally so that all station ratings can 
be applied against a single figure. 

Buyers and persons using the Bates 
material derived from the Nielsen 











he said. “We used to split the apex of 
two circles where they crossed and as- 
sign coverage on each side of the line 
on the basis that viewer loyalty would 
go to the nearest station.” 

On the selection of cut-off points, a 
Nielsen spokesman pointed out that the 
arbitrary selection of a 40 or 50 per 
cent figure often seriously penalized 
stations with unusual coverage pat- 
terns. “It’s possible,” he said, “for a 
station near a metropolitan area to 
have low coverage within that area and 
exceedingly high coverage in the sur- 
rounding territory. NCS #3 effectively 
shows this type of coverage in detail, 
and it’s often very important to adver- 
tisers who wish to reach a certain popu- 
lation segment.” 
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Mr. Green doubted the feasibility of 
such processes. “NCS gives you a de- 
termination of a geographical, physical 
area in which people watch a given 
station. I don’t feel its figures can be 
correlated with ratings, program buys, 
etc., which are influenced by many other 
factors. Admittedly, some agencies have 
‘mystic formulas’ and private surveys 
of their own, and claim they get satis- 
factory results without using Nielsen 
at all. We try to use it for what it is— 
an excellent tool, but one no better 
than the analytical faculties behind it.” 

In the JWT analysis of NCS #2, the 
agency furnished its media people Sta- 
tion Summary sheets for each station 
on all three networks, listing the coun- 
ties effectively covered, total homes, 














“, .. by the time we get the information it is already three months old . . .”” 


study were requested to use the total 
tv homes reached figures to evaluate a 
station’s potential. The inflated rating 
adjustment figures were then to be used 
for determining impressions, cost-per- 
thousand, etc. 

A final recommendation from the 
media service department was that in 
visual presentations of station cover- 
age areas, only counties with a 40 per 
cent penetration figure should be in- 
cluded. “Any county with less than 40 
per cent penetration can be considered 
a fringe area,” the analysis said. 

Joseph Riske of the media depart- 
ment at William Esty Co. notes the Esty 
agency also uses a 40 per cent figure 
as a penetration cut-off. While the 
agency has no specific formulas in its 
use of NCS #2-3 that apply to all 
clients, Mr. Riske said the material is 
used extensively. 

“It’s a far cry from the old way of 
drawing a class B signal on a map,” 





One of the chief reasons for the sta- 
tistical accuracy of the Nielsen study 
is the large sampling reached via mailed 
questionnaires and home interviews. A 
brochure published at the beginning of 
the survey indicated 150,000 homes in 
2,200 areas would supply information. 
In actuality, more than 200,000 homes 
responded, with the mail ballot re- 
sponse reaching nearly 75 per cent. 
The high return was attributed to the 
public’s heightened interest in tv in 
general. 

At J. Walter Thompson Co., Jack 
Green, associate media director stated 
the Nielsen studies were tremendously 
useful to the agency, “although they 
must be analyzed with particular atten- 
tion paid to the sample limitations and 
such things as geographical splits, 
mountain ‘bloopers,’ etc.” 

In regard to determining formulas 
so that Nielsen data could be readily 
compared to that from other sources, 


vhf or uhf, and weekly coverage in ac- 
tual number of homes and in per cent 
of tv homes. In addition, code numbers 
were assigned to each county indicat- 
ing the Lever Bros. sales division to 
which the county belonged. (This is a 
common practice among agencies serv- 
ing clients with large national cam- 
paigns for cigarettes, toiletries, etc. 
Budget allocations involve correlation 
of sales figures to station coverage fig- 
ures in each market area.) 

JWT’s chief criterion for determin- 
ing whether a station had effective cov- 
erage in a county was whether the sta- 
tion’s weekly coverage percentage in 
the county was half the station’s home 
county figure. This 50% cut-off theory 
was often modified by special consid- 
erations given to geographical dis- 
crepancies, new stations, power 
changes, etc. 

As the agency handles a number of 

(Continued on page 74) 
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Ringside 
seat 


Tv sponsors find 
it pays to pour 
$16 million yearly 


into boxing 


44 August 25, 1958, Television Age 

















A the sole disseminator of gratui- 
tous boxing fare, television is now 
the fight game’s only link between a 
massive and comfortably ensconced 
audience of fight fans and the pugi- 
lists who occupy the center of the 
ring—and the living-room screen. In 
the present boxing scheme of things, 
the man in the gray flannel suit now 
occupies the financial throne reluc- 
tantly vacated by the hard-boiled pro- 
moter of yesteryear. 

Representing an annual advertising 
investment of approximately $16 mil- 
lion, the rough-and-tumble world of 
boxing is subject to the economic dic- 
tates of Madison Avenue. It is this 
unique development that forms the 
basis for the profitable, although some- 
what uncomfortable, association be- 
tween television and the irascible fight 
game. 

The firmly established dominance of 
advertisers and networks is not viewed 
with equanimity by former wearers of 
boxing’s purple mantle. Having thrown 
in the towel to tv, many displaced and 


disgruntled promoters and managers 
have been joined by some sports- 
writers in blaming the medium for 
virtually every evil that currently 
besets boxing. 

Commenting—with some justice— 
that tv is responsible for failing 
gate receipts and the virtual extinction 
of fight clubs, several of boxing’s 
proponents gloomily predict the sport 
will die a slow death on television. 
Ignoring boxing’s healthy, if unspec- 
tacular ratings, the continued willing- 
ness of prominent advertisers to 
gamble on the sport, the fight game’s 
lucrative tv fees and the medium’s 
tremendous promotion of boxing, some 
boxing elements appear to be dedi- 
cated to a permanent crying jag. 

Despite the generally unforgiving 
attitude of boxing’s old guard, the 
sport’s most important vested interests 
—the public, the fighters themselves, 
advertisers and the two leading boxing 
networks—evince no inclination to 
relegate boxing telecasts to the ash 
heap. While many fight fans criticize 


































































the calibre of today’s fighters, there 
are no marked signs that boxing has 
lost its age-old hold on the public 
imagination. Present ratings seem to 
indicate while many viewers prob- 
ably prefer other tv fare to regularly 
scheduled bouts, public interest in 
boxing remains a still-constant factor. 
A recent ARB survey in the New York 
City area indicates that, so far as 
viewing preferences are concerned, the 
nation’s fair sex is made of the same 
stern stuff as their Spartan predeces- 
sors. The survey shows that 33 per 
cent of the Cavalcade of Sports home 
viewers are women. 

Caught in the crossfire of the con- 
troversial boxing world, today’s fighter 
is both the victim and the beneficiary 
of the upheaval that has occurred in 
his profession. Handicapped by inade- 
quate training and often holding down 
a regular full-time job, the run-of-the- 
mill boxer is more often ko’d by the 
grueling physical pressures of the 
prize ring than by the punch of an 
opponent. 


Earning $4,000 on the NBC-TV and 
ABC-TV telecasts and averaging 
$1,000 for the Monday-night fights 
—until recently on waBp, New York’s 
Metropolitan Broadcasting Corp., 
which supplanted Dumont as an in- 
formal boxing network of six sta- 
tions—a main-event fighter’s share 
of the tv take is certainly larger 
than the cut he would have received 
in the pre-tv boxing paradise nos- 
talgically recalled by his unbruised 
associates. Boxers who have achieved 
bigtime status have the option of ne- 
gotiating for a larger slice of tv 
revenues. 

The static but sizable yearly adver- 
tising figure of $16 million includes 
the charges, rights, production, time, 
talent and cable facilities on the two 
network and MBC offerings and spot 
announcements for post-fight and pre- 
fight shows. 

All three network sponsors—Gil- 
lette, Mennen and Miles Labs—have 
expressed their satisfaction with box- 
ing’s value as an advertising vehicle 





Network Boxing Card 


by renewing their respective network 
contracts. The sole agency reshuffling 
was marked by Mennen’s shift of its 
men’s line from McCann-Erickson to 
Grey Advertising. 

Gillette’s sponsorship of NBC-TV’s 
Friday-night Cavalcade of Sports rep- 
resents a yearly program cost of $5.5 
million. Mennen and Miles Labs share 
an annual $4.5-million investment in 
ABC-TV’s Wednesday Night Fights. 
Advertising and other costs involved 
in the Metropolitan telecasts total ap- 
proximately $1 million. 

To this $1l-million total may be 
added another $5 million for spot an- 
nouncements before and after the 
fights and for post-fight interview 
shows. The $16-million estimate of 
expenditure by tv advertisers may be 
considered a conservative one. 

A spokesman at Gillette’s agency, 
Maxon, Inc., indicated the NBC-TV 
shows draw a rating in the middle 
20’s, with championship bouts account- 
ing for viewer response in the low 

(Continued on page 68) 


























Network NBC-TV ABC-TV MBC* 
Night of Week Friday W ednesday Monday 
Show Title Cavalcade of W ednesday Boxing From 
Sports Night Fights St. Nick’s 
Starting Date June 19, 1946 June 1, 1955 May 1952 
Sports. Director Tom Gallery Bill Whitehouse Alan Erickson 
Sponsor Gillette Mennen Co. Co-op to stations 


Miles Labs 





Approx. U. S. 
Stations 





201 


95 





6 





Yearly Program 
Cost 


$5.5 million 


$4.5 million 


$1 million 





Weekly tv rights 


$25,000 


$20,000 


$3,500 





*Temporarily discontinued Aug. 4. Negotiations for reinstatement now in progress. 
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easier with automatic equipment 


installed at WBRE-TV 


data processing program, de- 

signed to achieve a high degree 
of radio and television office automa- 
tion, has been developed by WBRE-TV 
Wilkes-Barre-Scranton, Pa. 

David M. Baltimore, vice president 
and general manager of WBRE-TV, 
recommends the Remington Rand Uni- 
vac system for a television station 
which wants to improve customer serv- 
ice and operating efficiency. He says: 
“For WBRE-TV the system has already 
accomplished two significant savings 
(1) We have gained two weeks in the 
time required to bill customers and be 
paid, and (2) we can produce our pro- 
gram log with a daily saving of three 
hours of manual drudgery. In fact, we 
hope soon to be able to mechanize our 
entire accounting system.” 


Billing speed-up 


Bookkeeping faster and 


Complete punch-card installation for buying and selling advertising 


Mr. Baltimore further predicts that 
future purchases of an extended spot 
campaign will be handled entirely on 
data-processing equipment, from the 
teletyping of an order from the agency 
or station representative to its being 
printed on the program logs and finally 
to being billed back to the agency. 

Daily program logs are the immedi- 
ate goal of WBRE-Tv Univac processing. 
Beginning with the sales order for an- 
nouncements, all data appearing on the 
order is recorded in punched cards by 
the Card-O-Matic, a device which fea- 
tures push-button preparation of detail 
cards. 

One of the many advantages of the 
new data processing is the release of 
high grade personnel for creative work 
and the resultant elimination of much 
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Operator at wBRE-TV Wilkes-Barre 
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of the double work which is the end 
result of erroneous billing, improper 
affidavits, etc. The daily chore of pre- 
paring a program log by traffic per- 
sonnel can be cut by almost three hours. 
Multiplied by three stations (WBRE-TV, 
WBRE-AM, WSCR) in the Wilkes-Barre- 
Scranton set-up, nine hours a day of 
daily clerical drudgery will be elimi- 
nated. 

Other job by-products of the new 
system are said to include: 

1. Invoices and statements mailed on 
the first of the month. 

2. Billing to date of every account 
and balance of announcements to be 
broadcast. 

3. Salesmen’s accounts receivable 
sheets and age analysis. 

Processing of billing information 
previously required 15 days per month, 
whether done by a daily posting method 
or by a single end-of-the-month process. 
The new system makes it possible to 
prepare all bills—about 600 a month 
—in less than a day. Errors can be re- 
duced to a negligible quantity and 
more time is available for accurate re- 
checking. 

The system operates as follows: The 
salesman’s order is converted into a 
set of punched master cards. These 
cards contain agency names and ad- 
dresses, client or product, total con- 
tract time, billing data and the time 
being purchased. The order may be on 
one or more cards, depending on the 
number of spots and their classifica- 
tions in time periods. 

Master files are set up containing 
these cards. As each day’s schedule is 

(Continued on page 76) 


















SCA READIES SERIES 


he newly-formed Show Corporation 
of America has just completed test foot- 
age on No-Gun Nolan, a new animated 
series in color created by cartoonist Al 
Capp, and will shortly give the go-ahead 
on production of 65 five-minute epi- 
sodes, which are scheduled for the syn- 
dication market next spring. 

SCA, formed by key executives of 
RKO Television, will distribute and 
produce all properties owned or dis- 





ROBERT MANBY 


tributed by that organization. Robert 
Manby former RKO vice president, 
heads the new company, which is com- 
pletely independent of RKO. 

Current properties, in addition to the 
new cartoon series, include “Showcase 
Package” a group of 18 feature films, 
and several half-hour projected series. 
El Coyote, which stars Muriel Davis, 
Olympic gymnastic star, is currently be- 
ing offered for national sale. Three half- 
hours have been completed on Heidi as 
a start on a tv series, and these same 
half hours have been melted together as 
a feature film, for immediate theatrical 
distribution overseas. 

Six full-length features designed 
either as television spectaculars or as 
theatrical properties and starring the 
Abbey Theatre company plus top 
American stars, are also planned. Two 
of these have been completed. Also, SCA 
will finance and distribute theatrically 
two features which will be produced in 
Cuba. 

In additon to Mr. Manby, executives 
of the new company are: Peter M. 
Robeck, formerly general sales manager 


of RKO Television; Nathan Keats, 


formerly a member of the executive 
staff of RKO Teleradio; Frederick 
Schneier, formerly executive staff mem- 
ber of RKO Teleradio and director of 
marketing services for RKO Television; 
William Finkeldey, formerly syndicated 
sales manager for RKO Television, and 
Max Bradbard, formerly eastern sales 
manager of RKO Teleradio. 


JAYARK ACQUIRES CARTOONS 
Jayark Film Corp. has completed a 
deal for the acquisition of another ani- 
mated color cartoon series. Titled Bozo 
the Clown Storybook, an initial package 


Film Report 


of 52 episodes running six to 10 minutes 
each have been completed and have been 
sold in over 31 markets. Two other 
packages of 52 episodes each will be 
produced by Larry Harmon Studios, 
Hollywood, and are expected to be 
ready by the first of the year. Initial 
property acquired by Jayark, a new 
company formed by Reub Kaufman, 
former president of Guild Films, was 
Cartoon Storybook, which has been sold 
in approximately 36 markets. 


en @ %-« 
CBS Television Film Sales reports a 





FILM SUCCESS 


U nion Fern, which has 12 furniture 
stores within a 70-mile radius of 
Schenectady, N. Y., has nothing but 
kind words for National Telefilm Asso- 
ciates’ Official Detective. The series, cur- 
rently aired in about 100 markets, 
helped the company sell such items as 
bedding and bureaus, and helped pub- 
licize its credit plan. 

Official Detective has been sponsored 
by Union Fern on wrcs Schenectady 
since last September. Placed in the 10 
p-m. time slot, the series has consistent- 
ly out-pulled several network programs. 
A recent American Research Bureau 
rating in Schenectady gave it a 30.0 
rating for first place in the market. 

Julius Goodman, president of Union 
Fern, has this to say about the series: 
“Official Detective has been extremely 
successful for us—and besides being a 
successful commercial vehicle, we feel 
it is one of the best of the detective-type 
programs. We feel it portrays the work 
of our law-enforcement agencies more 
realistically than any other show in its 
category.” 

Union Fern uses its three minutes 
of commercial time by eliminating an 
opening commercial and using two full 
minutes for the middle commercial, 
which is usually devoted to elaborate 
settings for various items in its furniture 
stores. The third commercial is usually 
for a separate item, with a boost for the 
company’s credit plan. To sustain view- 
er interest for this last commercial, the 
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Everett Sloane, star of Official Detective 


station created its own stop-down be- 
tween the end of the story and the brief 
wrap-up by Everett Sloane, star of the 
series. 

Recent ratings on Official Detective 
indicate that the series is running well 
in many diverse markets. In Las Vegas, 
according to Pulse, Official Detective 
got a 27.5 rating for a 43.3 share of 
audience, first in its time slot. In Tucson 
over KOLD-TV the program received an 
American Research Bureau rating of 
20.3, or a 38.5 share of audience. Over 
wBz-Tv Boston, ARB gave it a 19.0 rat- 
ing, for a 56.5 share of audience. 

Everett Sloane stars in the show in the 
role of the investigator for Official De- 


tective magazine, from whose files the 
NTA series was developed. The show 
was produced by Mort Briskin and di- 
rected by Lee Sholem. 
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50 per cent sales increase for the last 
six months over the comparable period 
in 1957. The company also reports two 
other increases—sales personnel, up 44 
per cent, and service personnel, up 60 
per cent. 

Colonel Flack, CBS Films’ latest syn- 
dicated offering, has grossed approxi- 
mately $1 million in sales within a two- 
week period. A variety of sponsors 
(from a beer company to a public utili- 
ty) have signed for the series, which is 
being produced at MGM’s Culver City 
studios by Stark-Layton Productions. 
Station sales include the following: 
wol-Ttv Ames, Ia.; wkytT Lexington, 
Ky.; wraa-Tv Dallas; WaNe-tTv Ft. 
Wayne; KTTv Los Angeles; KGLO-TV 
Mason City, Ia.; wrvr Richmond; 
wcsH-Tv Charleston; Kyw-Tv Cleve- 
land; wp1x New York; wrTar-tv Nor- 
folk, and WKBN-TV Youngstown. 

The Life of Riley, which has been 
placed into syndication by California 
National Productions after a run on 
NBC-TV, has been purchased by two 
CBS _ owned-and-operated _ stations, 
wcss-Tv New York and wcau-Tv Phila- 
delphia. 

The fourth series of Robin Hood, 
distributed by Official Films, has been 
purchased by Osaka Television Broad- 
casting Corp., Osaka, Japan. Sold four 
years ago on a multiple commercial 
basis in Japan, the series will appear in 
Tokyo, Osaka, Nagoya, Okayama and 
Fukuoaka. Sponsor for the fourth series 
will continue to be the Lion Toothpaste 
Company . . . ABC Film Syndication’s 
“Special Six,” a package of six full- 
length features from the J. Arthur Rank 
studios, has been sold in more than 12 
markets within a ten-day period. 

Stroh Brewing has signed to sponsor 
Ziv’s Mackenzie’s Raiders in 16 mid- 
western markets, starting in October. 
The Brewer becomes the second major 
multi-market sponsor of the series, 
which is based on the adventures of Col. 
Ranald Mackenzie and the Fourth Cal- 
vary in the Rio Grande area following 
the Civil War. Brown and Williamson 
had ‘previously purchased Mackenzie’s 
Raiders for 19 major markets across the 
nation. 

The Frank Leahy Show, a fifteen- 
minute filmed sports prediction pro- 
gram, has been sold by producer-di- 
rector Norman Sper, Jr. to the Ameri- 
can Oil Company on a 19 market re- 
gional basis in the east . . . KUAM-TV 
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Agana, Guam, has purchased MCA’s 
Paramount features . . . Two more sta- 
tions have acquired Trans Lux Tele- 
vision Corp.’s Encyclopedia Britannica 
Films. They are wol-tv Ames Ia., and 
wrTop-tv Washington, D. C. . . . The 
Reynolds Metals Company will co-spon- 
sor Walter Schwimmer Inc.’s one-hour | 
tv sports series, All Star Golf, to be pre- | 
sented this fall by ABC-TV. The Miller | 
Brewing Co. previously signed for the | 
series. 





SYNDICATED TAPE 

wasp New York, which has entered | 
the tape syndication field with its seven- 
part series, Portrait of the U. S. S. R., 
will be offering other programs for syn- 
dication this fall. It is understood that 
Allan Freed’s Big Beat Party will be 
the next show to be taped for syndica- 
tion, to be followed by new live pro- 
grams to be introduced this fall. The 
station recently purchased two Ampex 
videotape recorders. 

Divorce Court, produced and re- 
corded on videotape by KTTv Los 
Angeles, has been sold to wr1x New 
York by Guild Films, distributor of the 
taped series. 


PROGRAMS .. . 


The British Broadcasting Corp. en- 
ters commercial television for the first | 
time this fall under a co-production deal 
worked out with National Telefilm As- | 
sociates. In November production will | 
start on a 39-week series, The Third | 
Man, which will star James Mason. Of | 
the 39 episodes, 20 will be shot in| 
Hollywood and the remaining 19 seg- 
ments will be filmed on location in Eng- 
land. The programs will be completed 
by July, 1959, and will be on the air | 
that October. Mort Abrahams, NTA’s | 
director of creative programming, will | 
supervise the entire series. | 

Satellite Police has been placed into 
syndication by Michael S. Colin, presi- | 
dent of Comet Distribution Corp. The | 
series, formerly known as Space Patrol, | 
has undergone editorial changes and has | 
been updated. Approximately 130 half- | 
hours are ready for release. | 

Frank Gruber, creator of three west- | 





ern series running on tv, is preparing 
the pilot of a mystery series, Johnny 
Fletcher, character he created in maga- 
zine stories and books. 

New Pilot, The D. A., filmed along | 


the documentary lines of Dragnet, has | 


One 
too many 
villains! 


Foor fellow. Poor fellow, indee 
He's only embarrassed... the show 
climax may have been ruined! But 
stop a moment. The scene can by 


saved. All it takes is a snip... iff S 


on film. 

This is only one of the ways filr 
helps. Because you see the sho 
before you show it, you're alwa 
in control of what's said, what 
done! In control, too, of time ar 
folie Miele i mi-macllie7 

Use black-and-white—or color 
there's an Eastman Film for every 


purpose. sa 


For complete information write to 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Ave., New York 17, N 


Midwest Division 
130 East Randolph Drive, Chicago | 


West Coast Division 
6706 Santa Monica Blivd., 
Hollywood 38, Calif 


or 


W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Filr 
Fort Lee, N.J.; Chicago, Ill.; 
Hollywood, Calif. 


Be sure to shoot 
in COLOR... 
You'll be glad you did. 
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oirectoryor SELLING 
COMMERCIALS 


Camels © William Esty Co. Fort Worth National Bank Glenn Advertising 


KLAEGER FILM PRODUCTIONS, New York KEITZ & HERNDON, Dallas 


General Mills ¢ Tatham-Laird 


Coca-Cola ¢ McCann-Erickson 


LE ORA THOMPSON ASSOCIATES, Hollywood WILUING FILTURE PROVUCTIUNS, INC., Chicago 


Du Pont « BBDO General Mills © Dancer-Fitzrerald-Sample 


ELEKTRA FILM PRODUCTIONS, INC., New York SANRA, INC., New York 


Ford e Kenyon & Eckhardt Gillette International » McCann-Erickson 


OF 
WW Hi 


VAN PRAAG PRODUCTIONS, New York HFH PRODUCTIONS, INC., New York 








been completed by Jack Webb. 

ABC Film Syndication will place in- 
to syndication this fall a new film series, 
Bowling Queens, which will feature 
toothsome lasses who know how to 
bowl. The series will consist of 26 half- 


hours, and is based on a local show that 
had a live run on WBBM-TV Chicago last 
year. Bowling Queens is produced by 
Sam “The Tenpin Tattler.” Weinstein, 
head of Tenpin Tattler Productions, 
Inc., Chicago . . . Ziv has assigned 22 
writers to create stories for its latest 
syndicated offering, Mackenzie’s Raid- 
ers. The number of writers is the largest 
Ziv has ever assigned to one series. 


NTA SIGNS SPONSORS 

NTA Film Network has lined up 
two sponsors and is seeking a third for 
its fall lineup of network program- 
ming. Slated to kick off Oct. 6 with 
This Is Alice, Man Without a Gun 
and How to Marry a Millionaire are 
Vick’s Chemicals and A&P Groceries. 
NTA has also put together an hour day- 
time strip of 40 Warner Bros. “Con- 
flict” reruns and 50 “20th Century Fox 
Hour” reruns, in which nighttime spon- 
sors will receive bonus spots, the re- 
mainder of the commercial openings go- 
ing to the stations. 


PERSONNEL ... 

Les Harris, former national sales co- 
ordinator for ABC-TV’s owned and op- 
erated stations, has joined National 
Telefilm Associates as coordinator and 
general supervisor of syndicated pro- 
gram sales. In addition, 15 new sales- 
men will be added to the company’s 
sales staff, which will be split into two 
divisions—program sales and feature 
films and station sales. 

Richard Maibaum has been appoint- 
ed executive producer of MGM-TV. 
Mr. Maibaum, a producer-writer in 
television, motion pictures and the 
stage, will be in charge of all television 
production related to MGM’s backlog 
of available properties as well as new 
series material. At the same time, it 
was announced that Leonard H. Fields, 
a producer-writer and former story 
editor, has been signed by MGM as 
liaison in the closer coordination of the 
studio’s television and motion picture 
production. He will assist Sol C. Siegel, 
studio head. 


Flamingo Telefilm Sales has opened 












a new sales office in Indianapolis, and 
has expanded its Texas sales staff. Paul 
Webster, former regional manager for 
Republic Pictures, has been appointed 
regional manager and supervisor for 
the Indianapolis office. Leo Knight, 
formerly associated with Ziv, has been 
appointed regional supervisor of the 
Texas territory. 

Frank E. LeBeau has joined the sales 
staff of Associated Artists Productions 
as an account executive in the south- 
west. He will handle Warner Bros. films 
and cartoons and the Popeyes . . : CBS 
Television Film Sales has named Jack 
W. Waldrep as an account executive in 
its Atlanta office. Mr. Waldrep will cov- 
er Alabama, Mississippi and parts of 
Georgia . . . Mel Bourne has been ap- 
pointed staff scenic designer for Robert 
Lawrence Productions, New York. . . 
Two new writers have joined the Reid 
H. Ray commercial film company in St. 
Paul, Minn. They are Robert C. Bruce 
and Richard Upton . . . Howard Mag- 
wood, formerly vice president and di- 
rector of Sound Masters Inc., has joined 
Filmways, Inc. as_ producer-director. 
Mr. Magwood is president of the Screen 
Directors International Guild. 


COMMERCIAL CUES... 

Four Star Films is planning to open 
sales offices in New York and Chicago 
in the near future for its recently 
formed commercial division, Dick 
Powell, president of the production com- 
pany said this week. The firm already 
has commercials in production for 
Eastman Kodak and other advertisers, 
and, according to Powell, interest has 
exceeded expectations. Decision to en- 
ter the commercial business at this time 
was made, he said, because of the leas- 
ing of the Western Ave. lot from 20th 
Century Fox, making ample stage space 
available, as well as the economic ad- 
vantage to be derived from being able 
to shoot commercials in between pro- 
duction on Four Star’s four series. The 
company’s roster of stars, such as David 
Niven, Jane Powell, Robert Ryan, and 
others will probably be available for 
appearances in the spots. 

Desilu Productions is re-emphasizing 
its commercial production activity, 
which has been carried on on a limited 
basis since the resignation of Ed Feld- 
man as the commercial division vice 
president two years ago. Named to head 
the expanded operation is George Mur- 
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phy, vice-president in charge of pub- 
lic affairs. 

New commercial production firm, 
Television Commercials, Inc., has been 
formed by Harry W. Loud, Virgil E. 
“Buzz” Ellsworth, and Hal Elias, all 
three formerly with MGM. Mr. Loud 
headed the trailer department at Metro, 
Mr. Ellsworth was in charge of com- 
mercial production and previously had 
had his own production company, 
Mercury-International, and Mr. Elias 
was an executive in the cartoon depart- 
ment. The new firm headquarters at 
Paramount Sunset Studios. 

Cascade Pictures is operating at full 
capacity with more than a dozen series 
in production for various sponsors. In 
addition to filming being done at the 
studio, crews are on location in the 
Mammoth Lakes area shooting three 
commercials for Falstaff Beer (Dancer- 
Fitzgerald-Sample), and at Palm 
Springs for Oasis cigarettes (McCann- 
Erickson). Also in the works is a teaser 
for the new Patti Page show on ABC-TV 
this fall. 

Johnson’s Wax commercials, (Need- 
ham, Louis & Brorby) being produced 
by Ray Patin Prods., feature animated 
characters of youngsters charging across 
a background still of shiny, waxy 
floors. Combination of still photo and 
animation has been used before, but 
the still falls into the unusual category. 
Patin feels that, for some reason, agency 
creative personnel are not thinking as 
much in terms of animation as they did 
three and four years ago, and seem to 
have had a lapse of memory as to the 
flexibility and effectiveness of the car- 
toon spots. 

Closing of UPA facilities in New 
York has not hurt the studio, according 
to Herbert Klynn. Thirteen jobs out of 
New York are presently in production 
at the West Coast plant. 

MGM-TV has renewed the contract 
of Bob Cashby, director of film com- 
mercials for the studio, for another 
year. 

American Television Enterprises, a 
television commercial film and pro- 
gram production company, located on 
the Ziv studio lot in Hollywood, has 
been formed by Hugh Hole. Mr. Hole, 
a former advertising executive, is 
joined in the new venture by Niles Cun- 
ningham, who was formerly program 
and commercial supervisor for Grant 
Advertising. 


Film Commercials 


ALL-SCOPE PICTURES, INC. 


Completed: Wm. B. Reily Co., Inc. (Luzi- 
anne coffee), Walker Saussy; W. A. Sheaffer 
Pen Co. (pens), BBDO; Lucky Lager Brew- 
ing Co. (beer), McCann-Erickson; California 
Packing Corp. (Del Monte foods), McCann- 
Erickson; Royal McBee Corp. (Royal type- 
writers), Y&R. 


AMERICAN FILM PRODUCERS 


Completed: Liggett & Myers Tobacco Co., 
Inc. (Chesterfield), McCann-Erickson. 

In Production: Liggett & Myers Tobacco 
Co., Inc. (Chesterfield), McCann-Erickson; 
Standard Oil Co. (N. J.) (Institutional), 
McCann-Erickson. 


ELEKTRA FILM PRODUCTIONS, 


Completed: Hills Bros. Coffee, Inc. (instant 
coffee), Ayer; American Tobacco Co. (Hit 
Parade opening), BBDO; N..Y. Telephone 
Co. (yellow pages), BBDO;-Standard Brands, 
Ltd. (Royal pudding), MacLaren; F&M 
Schaefer Brewing Co. (beer), BBDO; Col- 
gate-Palmolive Co. (Fab), Bates; Esso Stand- 
ard Oil Co. (gas, service stations), Mac- 
Laren; E. I. Du Pont de Nemours & Co. 
(Dacron), BBDO; California Oil Co. (Calso 
stations), BBDO; Standard Oil Co. of Cal. 
(Chevron gas), BBDO. 

In Production: Smith Bros. Co. (cough 
drops), SSC&B; Esso Standard Oil Co. (Im- 
perial Esso), MacLaren. 


ERA PRODUCTIONS, INC. 


Completed: Tidy House Products Co. (Dexol 
& Fast), Earle Ludgin; Ralston Purina Co. 
(Instant Ralston), Guild, Bascom & Bon- 
figli; Standard Oil] Co. (Permalube), D’Arcy; 
International Shoe Co. (Weatherbird shoes), 
Henri, Hurst & McDonald. 

In Production: Standard Oil Co. (Red Crown, 
Gold Crown), D’Arcy; Tidy House Products 
Co. (Perfex), Earle Ludgin; U. S. Forestry 
Service (Smokey Bear), FC&B; General In- 
surance Co. of America (fire insurance), 


Cole & Weber. 


GRAY & O’REILLY 


In Production: General Cigar Co., Inc. 
(White Owl), Y&R; General Foods Corp. 
(Baker’s chocolate), Y&R; American Oil Co. 
(Amoco gasoline), Joseph Katz; Block Drug 
Co. (Omega oil), Lawrence C. Gumbinner; 
Block Drug Co. (Greenmint), SSC&B; Fal- 
staff Brewing Corp. (beer), D-F-S. 


HFH (Hunn, Fritz, Henkin) 
PRODUCTIONS, INC. 


Completed: National Biscuit Co. (Cheese Tid 
Bits), McCann-Erickson; Avis Rent-A-Car 
Corp. (car rentals), McCann-Erickson; Gil- 
lette, Int. (special offer), McCann-Erickson. 
In Production: General Mills, Inc. (Betty 
Crocker pancake mix), D-F-S; Helena Ruben- 
stein (Heavenly Glow), OBM; Columbia 
Records Co. (albums), McCann-Erickson; 
Sterling Drug Co. (Dr. Caldwell medicine), 
Brown & Butcher. 


JAMIESON FILM CO. 


Completed: Borden Co. (milk), Tracy- 
Locke; Marks Seat Cover Co. (seat covers), 
Clarke, Dunagan & Huffhines; Spred Ded 
Co. (insecticide), Jack Wyatt; Southern 
Union Gas Co., Tracy-Locke; Neuhoff Pack- 
ing Co. (franks), Baker, Johnson, Dickin- 
son; Burrus Mills (flour), Tracy-Locke; 
Champlin Oil Refining Co. (gas, oil), Tracy- 
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Locke; James G. Gill Co. (coffee), Lindsey 
& Co.; Mrs. Baird’s Bakeries (bread), Tracy- 
Locke; Imperial Sugar Co. (sugar), Tracy- 
Locke. 

In Production: Fant Milling Co. (Gladiola 
flour), Fitzgerald; Lee Optical Co. (eye 
glasses), Mayfair Associates; Austex Foods, 
Inc. (various products), Fitzgerald; Zale’s 
(jewelry), Bloom; Blue Plate Foods, 
Inc. (salad dressing), Fitzgerald; Community 
Coffee Co. (coffee), direct; American Petro- 
fina (oil, gas), Taylor-Norsworthy. 


KEITZ & HERNDON 


Completed: Commerce Trust Co. (banking 
services), Valentine-Radford; Lone Star Gas 
Co. (gas service, refrigerators), EWR&R; 
Premier Gasoline Co. (gasoline), Marvin 
Gwinn. 

In Production: Lone Star Gas Co. (gas serv- 
ice, refrigerators), EWR&R; Evangeline 
Maid Bread Co. (bread), Wm. F. Finn; Na- 
tional Bank of Commerce (banking services), 
Ayers-Compton. 


KLAEGER FILM PRODUCTIONS, 
INC. 


Completed: Stokely-Van Camp, Inc. (vari- 
ous products), L&N; Westinghouse Corp. 
(various products), McCann-Erickson; Grey- 
hound Corp. (bus travel), Grey; Lever Bros. 
(Pepsodent), FC&B; U. S. Rubber Co. (Fisk 
tires), Fletcher D. Richards. 

In Production: U. S. Rubber Co. (tires), 
Fletcher D. Richards; Westinghouse Corp. 
(various products), McCann-Erickson; Grey- 
hound Corp. (bus travel), Grey; Stokely- 
Van Camp, Inc. (foods), L&N; National 
Carbon Co. (Prestone), Esty; R. J. Reyn- 
olds Tobacco Co. (Camels), Esty; Ideal Toy 
Co. (dolls), Grey; Pontiac Div., General 
Motors Corp. (cars), MJ&A 


DAVID PIEL, INC. 


Completed: McCall Corp. (Betsy McCall), 
direct; Curtis Publishing Co. (Ladies Home 
Journal, Roger Bell), direct. 

In Production: McCall Corp. (Betsy McCall), 
direct; Jaymar Ruby, Inc. (Jaymar slacks), 
Ehrlich, Neuwirth & Sobo. 


PINTOFF PRODUCTIONS 


Completed: Ward Baking Co. 
bread), Elliott-Goulding-Graham, 
Proctor Electric Co. (steam iron), Weiss & 
Geller; Ford Dealer Adv. Assoc. (used cars), 
JWT; Gunther Brewing Co. (beer), L&N; 
Stahl-Meyer, Inc. (franks), Hicks & Greist; 
United Aircraft Corp. (air travel), L&N; 
Dixie Cup Co. (paper cups), Hicks & Greist; 
North American Phillips Co. (Norelco shav- 
ers), C. J. LaRoche; O’Keefe Brewing Co., 
Ltd. (ale), Comstock; Bon Ami Co. (Glass 
Gloss), Weiss & Geller; Consolidated Cigar 
Co. (Muriel), L&N; American Broadcasting 
Co. (promotion), direct. 

In Production: O’Keefe Brewing Co., Ltd. 
(ale), Comstock; Public Service Network 
(promotion), direct; North American Phil- 
lips Co. (Norelco shavers), C. J. LaRoche; 
Pintoff Productions (promotion), direct; Bon 
Ami Co. (Jet Bon Ami), Weiss & Geller; 
Proctor Electric Co. (Masterpiece toaster), 
Weiss & Geller; Renault, Inc. (cars), Need- 
ham, Louis, Brorby; New England Confes- 
tionery Co. (Necco wafers), C. J. LaRoche; 
Paper-Mate Co., Inc. (pens), FC&B. 


SARRA, INC. 


Completed: Lever Bros. Co. (All), NL&B; 
Borden Co. (instant potatoes), L&N; Mol- 
son’s Brewery Ltd. (export ale), Cockfield, 
Brown; Quality Bakers of America Coopera- 
tive, Inc. (Sunbeam & Batter Whipped 
bread), direct; Pet Milk Co. (Instant Pet 
Non-Fat dry milk), Gardner; Liebmann 
Breweries, Inc. (Rheingold beer), FC&B. 


(Tip-Top 





Pulse Audience Composition for June 


TOP 10 COMEDY cers 
a 





Rank Show & Distributor Average 
1. Honeymooners ( D aeecvbences 17.7 
2 "N Andy (CBS).......ccece 10.0 
3. Our Miss Brooks (CBS). 8.3 
4. Topper (Telestar) ........ 1.6 
5. My Little Margie (Official) 7.5 
6. My Hero (Official).............+< 6.7 
Fe "Ee . ORR ay A 6.1 
8. Mama ( D caved ssnwerdtadatess 5.3 
9. Damon Runyon Theatre 
CO SEED. oc ndccdasaned ose 4.6 
10. Laurel And Hardy (Governor). . 4.0 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Rank Show & Distributor 
1. Damon Runyon Theatre 
2. 
3. 
4. 
5. 
6. 
7 a 
3 
9. 
10. 





WOMEN’S AUDIENCE 
Women Per 








100 Homes 
Rank Show & Distributor Tuned In 
1. Honeymooners (CBS) ............. 95 
2. —— Runyon Theatre mm 
3. . 87 
4. . 86 
5. .. & 
5. Mama (CBS) 84 
7. My Little Margie (Official)........ 76 
R, De CREED vccccncccocsoves 73 
9. Ray Milland (MCA)................ 68 
9. Stu Erwin Show (Official)........ 68 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank — ¢* . pectbater Tuned In 
1. Laurel a y (Governor)...... 92 
2. Abbott = FGestello (Sterling) . 
2. Meet Corliss Archer (Ziv)......... 73 
4. Amos 'N Andy (CBS).............. 69 
5. Ray Milland (MCA).............. 63 
6. Stu Erwin Show (Official).......... 59 
7. My Little Margie (Official)........ 54 
DD DE MD catcadesded es seahie sate 53 
 " e. _ RRE Re ear 51 
10. Honeymooners (CBS) ............. 49 
ee BE SED a cicevceskumacsae 49 
TOP 10 MYSTERY SHOWS 
ational 
Rank Show & Distributor Average 
1. Whirlybirds oe eeGtkebrouec 16.9 
2. Mike Hammer (MCA)............ 15.8 
3. San’ ~ ef Beat CED cnn sees 14.2 
4. Sheriff of Cochise (NTA)......... 12.4 
De, BE WEED soc ccctdsdschesnce . 
e-" % & _ - Sepegeqeweree> 
7. Official Detective GTA). 
8. Inner Sanctum (NBC). mint’ 
8. Racket Squad (ABC).. 
10. City Detective (MCA)............ 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. City Detective (MCA).............. 86 





TRANSFILM, INC. 


Completed: Aluminum Co. of America (alu- 
minum), F&S&R; Block Pharmaceutical Co. 
(Co-Re-Ga), Grey; Carter Products, Inc. 
(Arrid Men’s Spray), Bates; Colgate-Palm- 
olive Co. (Lustre-Creme), L&N; U. S. Steel 
Corp. (steel), BBDO. 


UPA PICTURES, INC. 
a a Ex-Lax Co. (Ex-Lax), Warwick 


Legler. 
In Production: Gillette Co. (Thorexin), 
North; Little Crow Milling Co. (Coco 
Wheats), Ed. H. Weiss; Mrs. Baird’s Bak- 
eries (bread), Tracy-Locke; Quality Bakers 
of America (Sunbeam bread). direct; Hood 
Chemical Co. (bleach, starch), Pritchard, 
Daniels, Dreher; Quaker City Chocolate Co. 
(Good ’n Plenty candy), Bauer & Tripp; 


Johnson & Johnson (nose drops), Frohlich; 
Lever Bros. (Good Luck margarine), OBM. 


<ypROR REE 


Sr (NBC). deskisassves I 
t “qe 7 paegeemepenges 85 

Mike A. ERS tad cada bested 
cisco Beat (CBS)........ 84 

Offic’ Detective (NTA)........... 
Sheriff of Cochise (NTA).......... 79 
ce MCD stensenccen ese 78 
Public Defender (Interstate)...... 78 
_ "FT. aR SSey = qantas pierre: 773 


WOMEN’S AUDIENCE 
Women Per 


Homes 
Rank Show & Distributor Tuned In 
1. cket i te do. cadheo sees 91 
2. San Franc Beat (CBB)... ccccece 90 
3. City Detective (MCA).............. 89 
ee SE PE CLs bc cnccccsdeces 
4. Decoy (Official) . habe 
4. Official Detective (NTA)............ 87 
7. Public Defender (Interstate)...... 85 
8. Mr. and Mrs. North (Telestar).... 84 
9. ee ccs) tit ech edhe dies 83 
10. ih pLeahiagene ay 82 
10. Sheriff of Cochise (NTA) aka alk S 82 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Whirlybirds (CBS) ................ 72 
2. Sheriff of Cochise (NTA).......... 54 
3. Mr. and Mrs. North (Telestar).... 48 
4. Official Detective (NTA)........... 43 
4. Sherlock Holmes (Guild)........ . 
6. Racket Squad (ABC).............. 40 
ee ED ob pb vccccccceesecee 38 
8. City Detective (MCA)............ oan 
8. San Francisco Beat (CBS).......... 37 
_o 2 | 2S peeqqreee 28 
TOP 10 WESTERN SHOWS 
National 
Rank Show & Distributor Average 
1. Death Valley Days (U. S. Borax) 16.4 
2. Boots and Saddles (NBC)..... 12.5 
2. 26 Men (ABC) “ 12.5 
4. aamle Oakley (CBS)...... 12.2 
5. n ¢ Penh esdonce 11.9 
6. =. Kid (Ziv) 11.3 
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SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have 
used television successfully you are interested in the TELEVISION 


AGE series of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into 
his advertising problems, then tells how these problems have 
been answered through television. Each case history is factual 
and complete. Each article includes dozens of actual television 


success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. 


Just fill out the coupon below. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 
Please send me reprints of the Product Group Success Stories: 

Number of copies Number of copies 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 








Gas Companies 
Telephone Companies 
Insurance Companies 
Coffee Distributors 
Men’s Clothing Stores 
Cough & Cold Remedies 
Electrical Appliances 
Beer & Ale 


Department Stores 


Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 


Hardware & Building Supplies 
Soft Drink Distributors 

Travel, Hotels & Resorts 
Sporting Goods & Toys 

Drugs & Remedies 

Gasoline & Oil 

Shoe Stores & Manufacturers 


Restaurants & Cafeterias 
Moving & Storage 

Television & Radio Receivers 
Cosmetics & Beauty Preparations 
Weight Control 

Auto Dealers 

Women’s Specialty Shops 

Pet Food & Pet Shops 

Candy & Confectionery Stores 


Farm Implements & Machinery 


SReeeeeeeeenene 
PTT ET PEE 


Electric Power Companies 




















Name Position 
| Company 

Address 

City —— Zone State 

© I enclose payment O Bill me 


C) Please enter my subscription for TELEVISION ACE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
which includes the second 15 of the above Product Groups. 














7. Frontier Doctor (Hollywood. bebe 10. 
8. Last of the Mohicans (TPA 8. 
9. Stories of the Century {Guild}. 8. 
10. Brave Eagle (CBS)..........++:. 7 


MEN’S AUDIENCE 








Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
Bs  JUEEEEEED. . cnnccccen tessseacs 83 
1. Frontier Doctor (Hollywood Tv).. 83 
re RS UF SE eae 83 
4. Boots and Saddles (NBC).......... 79 
4. Last of the Mohicans (TPA)...... 79 
6. Death Valley Days (U. S. Borax) 78 
7. Steve Donovan, Western 
| aaa 67 
7. Stories of the Century (Guild).... 67 
Dh, GY ME IN, oo os cantecubedsasua 58 
10. Brave Eagle (CBS)...........+es:. 57 
WOMEN’S AUDIENCE 
omen Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Frontier Doctor (Hollywood Tv).. 91 
eS . eee eee 89 
3. Death Valley Days (U. S. Borax) &% 
4. Boots and Saddles (NBC).......... 82 
5. Last of the Mohicans (TPA). ~ 
& 2» 7 Uo Serer 
7. Stories of the Century (Guild).... 
BS. CaeeO BIG GaP). wn ccccccccccveccecs 
9. Brave Eagle (CBS)..............+:. 
10. Steve Donovan, Western 
EE EAD” 9:5-0:4.04640.05 6d scons 63 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
Se ee, EEE SEEMED ic ccvasesdccseced 
2. Gene Autry—1l Hour (MCA)...... 94 
3. Hopalong Cassidy—1 Hour (NBC) 92 
4. Brave Eagle (CBS)......ccsecceece 
5. Annie Oakley (CBS).............. 87 
5. Roy Rogers—1 Hour (MCA)....... 87 
ss e® %  — eH ne thpeepeeurees 73 
8. Judge Roy Bean (Screencraft).... 71 
9. Steve Donovan, Western 
EE COED ss 06 66 Ss bb sicaee 69 
10. Death Valley Days (U. S. Borax) 64 
10. Last of the Mohicans (TPA)...... 64 
TOP 10 MISCELLANEOUS SHOWS 
National 
Rank Show & Distributor Average 
2 DID <-deackes coekene sis 12.6 
2. Looney Tunes (Guild)............ 10.2 
3. Little Rascals (Interstate)....... 8.6 
4. Science Fiction Theatre (Ziv).... 7.0 
5. Bugs Bunny (AAP).............. 6.8 
6. Championship Bowling 
Seer 5.3 
6. Kingdom of the Sea  sspered c<came 5.3 
8. Flash Gordon (Guild)............ 5.2 
9. Victory At Sea (NBO) EE RE. 4.7 
10. Tracer (Mimot) ..........csccccee 3.7 
MEN’S AUDIENCE 
Men Per 
100 ee 


Rank Show & Distributor Tu 
1. Bishop Sheen (Propagation of Faith) 84 






2. Championship Bowling 
eer 82 
3. Science Fiction Theatre (Ziv)...... 81 
i OG (ED deen hs canebeadacinee 81 
5. Victory At Sea (NBC)............. 79 
6. Kingdom of the Sea (Guild)...... 77 
7. Bowling Time (Sterling).......... 56 
7. Flash Gordon (Guild).............. 56 
9. Bugs Bunny (AAP)...............- 39 
9. Looney Tunes (Guild).............. 39 
WOMEN’S AUDIENCE 
Jomen Per 
100 Homes 
Rank Show & Distributor Tuned In 
Re MD GEEED so owccccccscdsoesss 99 
2. Bishop Sheen (Propagation of Faith) 98 
3. Science Fiction heatre (Ziv).... 89 
4. Tracer (Minot) ps sripawaNen sesea bes 84 
5. Kingdom of the Sea (Guild)........ 83 
6. Championship Bowling 
PED “cc bewakp evens sane 78 
7. Victory At Sea (NBC).......ccceee 15 
8. Flash Gordon (Guild)............. 55 
9. Little Rascals + aed Scccestes 48 
10. Looney Tunes (Guild)............. 47 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Popeye (AAP) .......... .105 
2. Looney Tunes (Guild)...... .102 
3. Little Rascals (Interstate). . 9 
a, Be BO GID. a cas kececessaus 89 
5. Rocky Jones, Space Ranger 
EE Sonus dt awkssecss . 84 
6. Flash Gordon (Guild)....... . 81 
7. Kingdom of the Sea (Guild). a 
8. Science Fiction Theatre (Ziv)...... 
9. Bishop Sheen (Propagation of Faith) 31 
10. Bowling Time (Sterling).......... 











TELEVISION AGE 


Ithough individual stations—par- 
A ticularly newer ones—in scattered 
markets may show spot rate increases 
in the near future, the overall rate 
structure will hold steady, with possibly 
even some reductions due to package- 
plan revisions. 

This news, bound to gladden the 
hearts of spot advertisers beset with 
budget problems, is derived from an 
index of spot tv rate trends maintained 
by The Katz Agency under Dan Denen- 
holz, research-promotion vice presiuent. 

The index is based on sample night- 
time and daytime rates of 50 network- 
affiliated stations in basic network mar- 
kets, with the rates as of July 1 of each 
year used. 

Nighttime rates for 1957 showed a 
9.8 per cent increase over the same 
rates for 1956; however, the 1958 rates 
were up only five per cent over the pre- 
ceding year. For the 1959 year, Mr. 
Denenholz believes there will be a “mod- 
est” increase only. Judging by the per- 
centages of the past two years, the mod- 
est rise should not be more than two or 
three percent overall, a figure that could 
be caused almost completely by minor 
increases at a few newer stations in 
competitive markets. 

Daytime spot rates in 1957 increased 
9.7 per cent over the 1956 rates, but the 
1958 rates were up only 2.7 per cent 
over those of 1957. Little or no increase 
is foreseen for the coming twelve 


a review of 
current activity 
in national 
spot tv 


months. 

Working with an “average” package- 
plan of six daytime minutes per week 
for 13 weeks, the Katz index shows the 
daytime package rate decreased 0.7 per 
cent in 1958 over 1957, after increas- 
ing 6.7 per cent in 1957 over the pre- 
vious year. An even greater decrease 
in the daytime rate was found when 
larger package buys were used. In the 
case of a 52-week schedule of 25 spots 
weekly, the 1958 rate decrease over 
1957 rates was put at 8.7 per cent. 

The agency believes that in general 
package plans will be extended to ap- 
ply to more hours of the individual sta- 
tion’s schedule, and to provide rates for 
a greater number of announcements 
per week. 

Mr. Denenholz does not consider an 
“ideal package plan” possible. “Each 





DAN DENENHOLZ 


AUGUST 25, 1958 





REPORT 


advertiser and station must adjust to 
specific problems of competition, mar- 
kets, programming, etc.” he says. 


AMERICAN TOBACCO CO. 
(BBDO, New York) 


Schedules have been renewed in various 
markets for HIT PARADE; LUCKY 
STRIKE began getting ready for a fall 
campaign with a single-area purchase. 
Supervisor Hope Martinez and timebuyer 
Mickey McMichael are the contacts. 


AMERIL DRUG CO. 
(Kenneth Rader Co., Inc., N. Y.) 


Although noted here last spring this company 
shortly intended to set schedules for its 
ALKAIDS, CLORAMINT, SLEEPWELL 
and other products, it decided to wait until 
fall before making definite commitments. 
Filmed spots have been completed and 
several markets in a number of states will 
be used. Kenneth Rader is the contact. 


AMSCO CHEMICAL CO. 

(Simon & Gwynn, Memphis) 

This maker of HOT SHOT insecticides 
reportedly renewed its tv schedules in 
Paducah, Hattiesburg, Lawton (Okla.), 
Johnson City (Tenn.) and other southern 
markets for about five weeks, running 
through this month. Partners Milton Simon 
and H. N. Gwynn are the contacts. 


ANHEUSER-BUSCH, INC. 
(Gardner Adv. Co., St. Louis) 


Amplifying this column’s July 28 note on 
BUSCH BAVARIAN’s expansion plans, 
the brew is currently using Mickey Spil- 
lane’s Mike Hammer and/or Martin Kane 
in Pittsburg (Kan.), Wichita, Topeka, Tulsa, 
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“FILM CENTRAL" for network operations. From this 
control room all the ABC film shows are fed to affiliates. 


How ABC-TV gets top picture quality 
for all its network film shows.... 


—Converts 100% to RCA Vidicon Film Camera Chains! 


“For the top quality we require in our network film 
shows we chose RCA Vidicon film equipment,” says 
Frank Marx, Vice-President, Engineering. They were 
so satisfied with their quality network film purchase 
that they converted all their film equipment to 
RCA Vidicon! Now they’re piping the highest pic- 
ture quality down their entire network line. Popular 
film shows like “‘Maverick’”’ get the very best treat- 
ment, which pays off in viewers. 


ABC first made careful tests of competing equipment. 
RCA Vidicon film camera chains showed up in first 


place. Frank Marx summed it up like this, “‘In all our 
tests RCA Vidicon equipment proved best. We feel 
we moved miles ahead in film programming quality 
when we installed these modern Vidicon chains at all 
our stations.” 


Their first two chains were delivered in October, 
1954, for the Disneyland opening in New York. Other 
chains soon followed. Then, in December, 1957, they 
decided to go “all the way” at all their stations. 
Today, ABC-TV is 100% RCA Vidicon. The results 
speak for themselves. 
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NERVE CENTER of ABC-TV operations—the master 
control room—is largely RCA equipped. 


Ee 
en 
PF, 


. 


- 


PROTECTION SYSTEM. RCA TP-6 16 mm professional “KEY TO QUALITY" of their network film programs . . . these two 
projectors are used to double-up with 35 mm network pro- RCA TP-35 projectors, monoplexed to Vidicon film camera chains. 
jectors to insure on-air continuity in event of mishap. TP-6's 

are used throughout ABC local film rooms. 


EXHAUSTIVE TESTS of equipment, preceding decision 
to buy RCA, pointed out important fact: “RCA has the 
quality!” And here, Al Malang, a video facilities engineer, 
demonstrates camera features to group of ABC executives 
headed by Frank Marx, Vice-President, Engineering; includ- 
ing Wm. H. Trevarthan, Director, Network Operations; John 
G. Preston, Director, Engineering Facilities; and Verne 
Pointer, Chief Video Facilities Engineer. Al Josephsen, RCA, 
looks on. 


Your RCA Broadcast Representative will be glad to explain how 
RCA Vidicon film equipment can make a success of your film 
room! In Canada: RCA VICTOR Company Limited, Montreal. 


RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 
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Little Rock, Davenport, St. Louis, Spring- 
field (Mo.), Kansas City, Columbia (Mo.), 
Cape Girardeau, Peoria, Champaign, 
Quincy, Rockford and Springfield (Ill). 
During the summer, markets in Louisiana, 
Texas, Florida, Tennessee and Oklahoma 
have been added, and more are scheduled 
to be picked up early this fall. Usual 
plans call for a 15-week spot saturation 
introduction, then a syndicated program 
buy. Richard Epp is the timebuyer. 


ANHEUSER-BUSCH, INC. 
(D’Arcy Adv. Co., St. Louis) 


The BUDWEISER buy for U. S. Marshal 
continues, with an expenditure going well 
over $800,000. The half-hour show is being 
set for 52 weeks. Currently, 88 markets 

are tentatively set, and more will be added. 
The list includes New York, New Haven, 
Washington, D. C., Bangor, Portland (Me.), 
Boston, Springfield (Mass.), Buffalo, 
Lancaster, Wilkes-Barre, Philadelphia, 
Pittsburgh, Providence, Norfolk, Richmond, 
Roanoke, Harrisburg, Burlington (Vt.), 
Syracuse, Rochester, Schenectady, Chicago, 
Peoria, Rockford, Champagne-Springfield 
(Ill.), Indianapolis, Cedar Rapids, 
Davenport, Des Moines, Sioux City, Mason 
City, Wichita, Detroit, Joplin, Kansas City, 
Springfield (Mo.), Jefferson City-Columbia, 
Omaha, Cincinnati, Cleveland, Dayton, 
Bismarck, St. Louis, Houston, Birmingham, 
Little Rock, Jacksonville, Miami, Orlando. 
Pensacola-Panama City, Tallahassee, Tampa, 
West Palm Beach, Albany (Ga.) Atlanta, 
Augusta, Columbus, Macon, Savannah, New 
Orleans, Shreveport, Durham-Raleigh, 
Wilmington (Del.), Charlotte, Greensboro- 
Winston-Salem, Washington-Greenville 

(N. C.), Tulsa, Oklahoma City, Charleston, 
Columbia (S. C.), Greenville (S. C.), 
Chattanooga, Johnson City, Knoxville, 
Memphis, Dallas-Ft. Worth, Midland-Odessa. 
Montgomery, Mobile, Florence (S. C.), 
Nashville, Amarillo, El] Paso, Waco, Lawton. 
Austin, Ft. Smith and Baton Rouge. 
Tv-radio director Harry K. Renfro is the 
contact. 





BILL OVERMYER has been named 
senior broadcast buyer on General 
Mills at Dancer-Fitzgerald-Sample, 
New York. Mr. Overmyer, who replaces 
LEE GAYNOR who has left the 
agency, was previously buyer on Col- 
gate-Palmolive at Street & Finney, 
same city. 


HERBERT STOTT, formerly asso- 
ciate media director of Lennen & 
Newell, has joined Kenyon & Eck- 
hardt as media manager of the agency's 
Los Angeles office. 


SAM TARRICONE has been trans- 
ferred as buyer to the Procter & Gam- 
ble group at Benton & Bowles, buying 
on Crest. He replaces HANK LIN- 
DEN who has been promoted to as- 
sistant media director. HOWARD 
GERBER is taking over Mr. Tarri- 


cone’s previous accounts. 





Personals 


JOHN KUCERA, formerly media 
supervisor at Ted Bates, New York, 
appointed assistant vice 
president and director of network re- 


has_ been 





NAT GAYSTER 


lations in the television and radio de- 
partment of the agency. NAT GAY- 
STER, timebuyer at Bates, will take 
over now as media supervisor. 








BAKERS FRANCHISE CORP. 
(Emil Mogul Co., Inc., N. Y.) 

Some of the 52-week schedules set 
throughout last fall and winter for LITE 
DIET bread will be winding up shortly, and 
renewal activity is expected in most 
markets. Local franchised bakeries often 
determine starting dates and frequencies. 
Lynn Diamond is the timebuyer. 


HAZEL BISHOP, INC. 
(Raymond Spector Co., Inc., N. Y.) 


As indicated here in mid-May, the 
cosmetic company is going through with 





Agency 

D’Arcy Advertising Co. was the star 
of the account-switching game in recent 
weeks as it added two clients whose 
total billing reaches nearly $10 million. 

A definite acquisition was the Nehi 
Corp. soft drink manufacturer of Royal 
Crown. Nehi and other beverages. The 
account was suddenly resigned by 
Compton Advertising, which had han- 
dled the $2%4-million yearly business 
since 1955. Spot television has been a 
primary medium with Nehi, with sched- 
ules placed by its agency directly and in 
cooperation with local bottlers. 
D’Arcy’s experience in promoting Coca- 
Cola over nearly half a century was con- 
sidered a chief factor in its winning 
the new account. 

A fairly-certain, but. still 
nounced at press time, new D’Arcy 
client is the Studebaker-Packard Corp. 
The automobile account has been serv- 
iced by Burke Dowling Adams, but a 


unan- 


Changes 


diversification and refinancing arrange- 
ment is expected to cause the agency 
shift. D’Arcy has already added some 
BDA personnel who have worked on 
the $7 million account. 

D’Arcy again was named along with 
Norman, Craig & Kummel to prepare a 
solicitation for the $2-million Colgate- 
Palmolive account recently resigned 
by Bryan Houston, Inc. C-P moved its 
$4-million Ajax account from Houston 
to McCann-Erickson last month, at 
which time it was announced the for- 
mer agency would continue to handl- 
the Cashmere Bouquet line. It has been 
speculated that Houston dropped the ac- 
count in order to solicit a larger 
toiletries firm. 

Pepsi-Cola Bottling Co. of Los An- 
geles, which lifted its million-dollar ac- 
count from Kenyon & Eckhardt several 
months ago, appointed the L. A. office 
of Donahue & Coe as its new agency. 


its intentions of cutting back its network 
advertising for a strong move into spot. 
Last month saw the first placements of 
schedules, and new markets are being 
added toward a September goal of 5,000 
spots per week on 211 stations. One of 
the new products to be heavily advertised 
is the ULTRA-MATIC compact-with-a- 
refill. Charles Goldberg is the timebuyer. 


BUICK MOTORS Div., 
General Motors Corp. 
(McCann-Erickson, Inc., Detroit) 


First of the major automobile makers to 
set schedules for the introduction of its 
*59 models is Buick. At press time, the 
company had requested availabilities in 
about 200 markets for a September 
campaign to run three weeks in saturation 
frequencies. Kelly Taeger is the timebuyer. 


BULOVA WATCH CO., INC. 
(McCann-Erickson, Inc., N. Y.) 


The watch company has put its $7 million 
budget into three NBC-TV network 
nighttime shows, some Today and Jack 
Paar buys and some newscasts. The 
programs were bought for just 13 weeks, 
running through the holiday season. 

Agency vice president Terry Clyne says 
the network expenditure will completely 
absorb the video budget and that no spot— 
not even co-op buys with local dealers— 


will be used. 


COMMONWEALTH PRODUCTS, 
INC. 

(R. Jack Scott, Inc., Chicago) 

This manufacturer of COPPER-GLO, 
ALUMI-GLO metal cleaners and a room 
deodorizer recently appointed this agency 

to its account. Spot tv is planned on a 
market-by-market basis. The company has 
national distribution on its products. 

R. J. Scott is the contact. 


DICTOGRAPH PRODUCTS, INC. 
(Mohr & Eicoff, Inc., Chicago) 


This agency was reportedly appointed by 











in the Negro market, here's the key 


for.New York City and vicinity, 


the real smart buy is 


with the topmost Pulse-overwhelmingly! 


WOV’s roots in the Negro community go back to the 
faraway days of Alan Courtney's “Understanding 
Through Music,” and the establishment of the “WOV 
1280 Club” seventeen years ago. These were pio- 
neering programs with special meaning for the Negro 
segment of New York. 


As its population and income level grew, the Negro 
family left its few traditional neighborhoods. Today 
it is an important segment of the entire 17 county 
area. The present market encompasses 427,054 
radio families in New York, New Jersey and Con- 
necticut. Its size has increased 41% in the last 





7 years alone and is still growing. So are its tastes 
and income levels as well. 
WOV programs to this entire metropolitan Negro 
market 11 hours a day. It is the only New York 
Station that reaches this market in its entirety. And 
the rating trend continues as strongly as ever in its 
favor. Let us brief you on these facts and:on the 
recent success stories of advertisers using WOV’s 
facilities. 


Wo )V. NE Ww YORK 
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the midwestern distributor of ACOUSTICON 
hearing aids to conduct a spot tv-radio 
campaign in which viewers will be given 

an actual hearing test as part of the 
commercial. The placements will most likely 
be in the Chicago area only. Pat Grey 

is the media director and contact. 


DORAN CHEMICAL CO. 


(Jackson, Haerr, Peterson & Hall, Inc., 
Jefferson City, Mo.) 


The maker of CEDAR LUX paint compound 
for closets and recreation rooms has 

just appointed this agency to its account. 
Plans are being fermulated now for a 
market-by-market spot campaign, probably 
in Missouri and Illinois markets at first. 
Manager Lynn Bickett is the contact. 


DRACKETT CO. 

(Young & Rubicam, Inc., N. Y.) 

At press time, the activity for WINDEX and 
DRANO predicted here July 28 was 
beginning to materialize in the top 25 
markets. Schedules of minutes, 20’s and 
some ID’s will supplement the company’s 
network buys. Bill Dollard is the timebuyer. 


DRUG RESEARCH CORP. 


(Kastor, Hilton, Chesley & Clifford, 
Inc., N. Y.) 


The drug concern, maker of REGIMEN 
which has been a consistent user of tv 

spot, has given the agency two new vroducts, 
INSTA-PEP vitamin tablets and JANDREX 
sleeping tablets. Both items are now testing 
via spot in a couple of markets and will 
move into full-scale spot campaigns this 
fall, following the trail blazed by Regimen. 
Beryl Seidenberg is the timebuyer. 


— LABORATORY, 


(J. M. Mathes, Inc., N. Y.) 


A fall campaign similar to the one run 

last spring for SOILOFF and SOILAX was 
being lined up at press time in about 35 
markets. The schedules of mostly minutes 
and some 20's are to begin about September 
8th for planned 13-week runs (depending 
on how far the budget stretches). Both 

day and night spots will be used, with 

up to 15 spots per week per market. 
Markets under consideration are 
Albuquerque, Atlanta, Birmingham, Boston, 
Colorado Springs, Dallas, Davenport, Denver, 
Des Moines, El] Paso, Fort Wayne, Hart- 
ford-New Haven, Houston, Indianapolis, 
Jacksonville, Kansas City, Miami, New 
Orleans, Oklahoma - Omaha, Phoenix, 
Pittsburgh, Portland (Ore.), St. Louis, Salt 
Lake City, Seattle, Sioux City, Spokane, 
Springfield (Mass.), Tampa, Tulsa, and 
Wichita. Edna Cathcart, assisted by Olga 
Hoffman, is the timebuyer. 


FANT MILLING CO. 
(Fitzgerald Adv. Agency, Inc., N. O.) 


This producer of GLADIOLA biscuits and 
flour is completing filmed spots which will 
run in about eight Texas markets and 
Shreveport, La., beginning next month. 
Schedules will be placed for an initial 13 
weeks. Mrs. Margaret Stair is the timebuyer. 


GAS APPLIANCE MANUFAC- 
TURERS ASSOC. 


(Various agencies; Morey, Humm & 
Warwick, Inc., N. Y.) 


The middle of next month will see a 
six-week campaign begin in Illinois and 
parts of Indiana and Wisconsin to sell gas 
incinerators. Although the New York 
agency is coordinating the campaign, tv 








Program Profile. . . . . . THE PERRY como sHow 





Live; color; NBC-TV ; 3-9 p.m. Sat. Op- 
posite Perry Mason (7:30-8:30) and 
Top Dollar (8:30-9) CBS-TV ; Country 
Music Jubilee (8-9) ABC-TV. On tele- 
vision since fall 1955. Cast: Perry 
Como, guest stars. 

Sponsors: American Dairy Assn.; 


Chemstrand Corp.; Kimberly-Clark 
Corp.; Noxzema Chemical Co.; RCA 
Victor and RCA Whirlpool; Sunbeam 
Corp. (Six of these sponsors are re- 
newals.) Various half-hour participa- 
tions. 

Estimated 1957 American Dairy net- 
work cumulative gross time cost for 
show: $264,241; 1957 spot expendi- 
ture: $56,440. M. J. Framberger, 
general manager. Campbell-Mithun, 
agency. William C. Lyddan, account 
supervisor; Art Lund, vice president 
and timebuyer. (Sponsors no other net- 
work show.) 

Chemstrand new to show September 
1958. Had no spot in 1957. Bernard 
Bertland, advertising director. Doyle 
Dane Bernbach, agency. John Fenyo, 
account executive; Jeane Jaffe, time- 
buyer. (Sponsors no other network 
show. ) 

Estimated 1957 Kimberly-Clark net- 
work cumulative gross time cost for 
show: $1,168,670; 1957 spot expendi- 
ture: $641,220. E. A. Olson, marketing 


director. Foote, Cone & Belding, agency. 
John Hussey, account supervisor; 
Thomas Brennan, timebuyer. (Also 
sponsors Playhouse 90, CBS-TV, 9:30- 
11 p.m. Thu.) 

September 1957-August 1958 esti- 
mated Noxzema network cumulative 
gross time cost for show: $796,826; no 
spot. H. W. Grathwohl, advertising di- 
rector. Sullivan, Stauffer, Colwell & 
Bayles, agency. Mrs. Mary Ayres, ac- 
count supervisor; Paul LaStayo, ac- 
count executive; Robert Andersen, 
timebuyer. (Sponsors no other network 
show.) 

Estimated 1957 RCA network cumu- 
lative gross time cost for show: $875,- 
000; 1957 spot expenditure: $764,200. 
Kenyon & Eckhardt, agency. Ed Kobza, 
timebuyer. (Also sponsors the alternat- 
ing George Gobel and Eddie Fisher 
shows, NBC-TV, 8-9 p.m. Tue.) 

Estimated 1957 Sunbeam network 
cumulative gross time cost for show: 
$579,462; 1957 spot expenditure: $81,- 
890. Perrin-Paus, agency. Tye Robin- 
son, account executive. (Sponsors no 
other network show.) 

Production: Clark Jones, pro- 
ducer; Henry Howard, associate pro- 
ducer; Grey Lockwood, director; Good- 
man Ace, Mort Green, George Foster, 
Jay Burton, writers. Estimated weekly 
gross talent and production cost $125,- 
000. Show appears in 167 markets. 

Ratings: June 1 Nielsen: total audi- 
ence rating, 21.6; total audience homes, 
12,427,000; share of audience, 43.2 
per cent. Among the top 10 programs 
in every semi-monthly Nielsen report 
during the past season (total audience 
basis). Also was ranked among the top 
10 programs in every Trendex monthly 
report last season, with one exception. 

Format: Relaxed musical variety 
show. Emphasis on vocal; focus on Mr. 
Como as relaxed, unassuming, soft- 
spoken entertainer. During past season 
was selected as the musical series which 
“best demonstrated variety, originality 
and excellence.” — Look Magazine’s 
16th Annual Television Awards. 





spot action will come from the local gas 
companies and their agencies in cooperation 
with incinerator manufacturers. Among 

the utilities noted as intending to use tv 
are Northern Illinois Gas Co., Aurora, IIl.; 
North Shore Gas Co., Waukegan; and 
Northern Indiana Public Service Co., 
Hammond. More than 30 other companies 





in the area have been asked to join the 
campaign. 

GROVE LABORATORIES, INC. 
(Doherty, Clifford, Steers & Shenfield, 
Inc., N. Y.) 

The manufacturing of MINIT-RUB, formerly 
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| EGE IT PAYS TO HAVE THE 
‘SS=" FEEL OF THE MARKET! 
@ =) —_,... are places like this in America today, but you won't find them 
Oe 


in North Texas. In fact, in the Dallas’ hub you'll find the 
tallest skyscrapers west of the Mississippi...the greatest concentration 


Sil a 


of population and consumer spending within a 100-mile radius 





I than any other major Southwestern city. 


And — it’s all under the powerful signal blanket of WFAA-TYV! 


Ss DALLAS — America’s most 
5 o air-conditioned city! (And how they 
UE ens do stay indoors to watch TV!) 
4 = = 
NOW 682,610 TV SETS—based on 


A.C. Nielsen's NCS +3 1958 TV Set Count 
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and previously substantiated coverage 


; for WFAA-TV (NCS #2)... . over CHANNEL 6 BASIC ABC 


70,000 more than credited before! 316,000 Watts Video ° 158,000 Watts Audio 
A Television Service Of The Dallas Morning News 
Edward Petry & Co., National Representatives. 
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ATLANTA 
3-Station Market 


TOP SYNDICATED FILMS 


1. If You Had A Million (MCA) 

Wen-Tv Mam. 7 ..ccccscccccces eevecceses 22.6 
2. Sheriff of Cochise (NTA) wsB-TV Tue, 7 ....19.0 
3. Whirlybirds (CBS) wsp-tTv Wed. 7 ........ 18.9 
4. Highway Patrol (Ziv) waca-tv Fri. 7:30 ....15.1 
5. Studio 57 (MCA) waGa-TV Tue. 10:30 ....15.0 
6. Gray Ghost (CBS) waca-Tv Wed. 7 ........ 14.6 
7. State Trooper (MCA) waca-Tv Thu. 7 ...... 14.4 
8. Badge 714 (CNP) waGa-Tv Tue. 7 ...... --14.0 
8. Popeye (AAP) wsB-TV Sun. 3 .........++ ~-14.0 
9. Big Story (Official) waca-Tv Sat. 10:30 ...13.5 
10. Amos ‘n’ Andy (CBS) wsB-Tv M-F 6 ...... 13.2 
11. Frontier Doctor (H-Tv) wiw-a Tue. 6:30 ..12.6 
12. The Honeymooners (CBS) wsp-Tv Fri. 7 -12.3 
13. Popeye (AAP) wsB-TvV M-F 5:30 ...... - 10.2 
14. Harbor Command (Ziv) wiuw-a Wed. 6:30 ..10.2 

TOP FEATURE FILMS 

1. MGM Playhouse wsB-TV Sun. 1-3 p.m. ...... 17.7 
2. Gold Cup Theatre wiw-a Fri. 9:30-11 p.m. .14.0 
3. MGM Late Show wss-Tv Sat. 11-1 a.m. .....13.2 
4. Armchair Playhouse wsB-TV Mon. 1-2:30 p.m. .12.5 
5. Century Playhouse wsB-Tv Sun. 10:30-12 m. .. 9.9 


TOP NETWORK SHOWS 


1. Gunsmoke WAGA-TV ....... . -41.6 
2. Twenty-One WSB-TV ......... .35.7 
3. Tales of Wells Fargo wssB-TV - 34.1 
3. Restless Gun WSB-TV ......... 34.1 
4. Have Gun, Will Travel waca-Tv . 33.6 
5. Wagon Train WSB-TV ......... -.- 30.6 
Ge SUD, co cecccciscesscccccvcces 29.6 
7. The Millionaire WaGa-TV ................. 28.7 
8. Father Knows Best WsB-TvV ................ 28.6 
9. Price is Right wse-Tv -27.9 
DETROIT 
4-Station Market 
TOP SYNDICATED FILMS 

1. Silent Service (CNP) wWIBK-TV Thu. 9 ...... 22.3 
2. The Honeymooners (CBS) wJBK-Tv Sat. 10:30 19.5 
3. Sea Hunt (Ziv) wyBK-TV Sat. 7 ........... 17. 
4. Harbor Command (Ziv) wsBK-tv Fri. 10:30 .16.4 
5. Studio 57 (MCA) wws-Tv Wed. 10:30 ...... 15.4 
6. Highway Patrol (Ziv) wsBK-TV Tue. 10:30 ..14.7 
7. Dr. Hudson's Secret Journal (MCA) 

ee te ie 13.8 
8. Death Valley Days (Pacific-Borax) 

PEGG SE. © cnceweds cwctscccusévecces 13.0 
9. Popeye (AAP) CKLW-TV M-F 6 ............ 12.3 
10. Sheriff of Cochise (NTA) CKLW-Tv Wed. 7 10.9 
10. Code 3 (ABC) wJBK-TV Thu. 7 ............ 10.9 


11. Frontier Justice (Atlantic) wxyz-Tv Thu. 10 .. 9.1 


12. Medie (CNP) wssK-Tv Fri. 7 ............ 8.4 
13. Frontier Doctor (H-Ty) wxyz-tTv Sun. 6 .... 8.1 
13. Boots and Saddles (CNP) cKLW-Tv Thu. 7 .. 3.1 


TOP FEATURE FILMS 


~ 


- Million Dollar Movie CKLW-TVv 


Sh I a eee 10.4 
2. Shock Theatre wxyz-Tv Fri. 11:30-12:45 a.m. .10.3 
3. Million Dollar Movie CKLW-TV 

SM. BeSO-GxO) GM. ccccccceccccecsccace 9.4 
4. Premiere Film Parade wwJ-TV Sun. 10:30-12 m. 9.1 
5. Starlight Theatre CKLW-TV Tue. 10:30-12 m. 8.8 

TOP NETWORK SHOWS 
1. Gunsmoke WJBK-TV ..... - 38.6 
2. Twenty-One WWJ-TV .........04. -29.3 
3. Have Gun, Will Travel wsBK-rTVv -29.1 
4. Suspicion WWJ-TV ............. 26.9 
5. Real McCoys wxyz-Tv .......... 25.6 
5. Price is Right wws-tv 25.6 
6. Wyatt Earp wxyz-Tv .... 25.1 
6. Broken Arrow WXyz-TV ..... 25.1 
6. I’ve Got a Secret wsBK-TV . 25.1 
7. Navy Log WXyz-TV ........ 23.7 
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BOSTON 


3-Station Market 


TOP SYNDICATED FILMS 
1. Death Valley Days (Pacific-Borax) 
WNHAC-TV Bri. 10:30 ...ccccccccccerccees 20.6 
2. The Honeymooners (CBS) wNac-Tv Sat. 10:30 .17.2 
3. Federal Men (MCA) waz-tTv Wed. 10:30 ....15.5 
4. Sea Hunt (Ziv) WHDH-TV Tue. 10:30 15.3 
5. Highway Patrol (Ziv) wez-Tv Sat. 17 ...... 14.8 
6. 26 Men (ABC) wsz-Tv Sun. 7 ........--+- 14.4 
7. State Trooper (MCA) wNac-TV Sun. 10:30 .14.0 
8. Damon Runyon Theatre (Screen Gems) 
WHEEEE Des. 20 ccccccccccecccevccceces 12.7 
9. Code 3 (ABC) wwnac-Tv Tue. 10:30 ....... 11.4 
10. Silent Service (CNP) wsz-Tv Fri. 7 ........ 10.4 
11. Kingdom of the Sea (Guild) wHpxH-tTv Mon. 8 .10.2 
11, Frontier Doctor (H-Tvy) wsz-tTv Thu. 7 ..... 10.2 
12. Official Detective (NTA) wsz-Tv Mon. 7 - 10.0 
13. Stories of the Century (H-Tvy) wNac-Tv Thu. 9 9.8 
14. Men of Annapolis (Ziv) wNac-Tv Sun. 6 .... 8.7 
TOP FEATURE FILMS 
1. Feature Film wnac-Tv Wed. 6:30-8:30 p.m. .15.7 
2. Hollywood’s Best wBz-TV 
Wek. BRsBS-Bs8S Om. cccccccsesvccecescs 11.8 
3. Pleasure Playhouse wBz-Tv Sun. 5:30-7 p.m. ..11.2 
4. Late Show wnao-tv Fri. 11:15-2 a.m. ..... 10.4 
5. Cinema 7 wNac-Tv Sun. 1-¢:30 p.m. .... 9.9 
TOP NETWORK SHOWS 
1. Twenty-One WBZ-TV ...... - 36.3 
2. I've Got a Secret WNAC-TV ... -36.2 
3. Gunsmoke WNAOC-TV .......... .32.2 
4. Suspicion WBE-TV ........02+0:.-; - -30.3 
5. Alfred Hitchcock Presents WNAC-TV -29.9 
6. G.E. Theatre WNAC-TV ......... . -28.8 
7. Ed Sullivan WNAO-TV .........- 27.4 
8. Perry Mason WNAC-TV ..... eoee - 26.0 
9. Welk’s Dancing Party WHDH-TV 25.3 
10. Decision WEB-EV ..ccccccccces 23.9 
MIAMI 
3-Station Market 
TOP SYNDICATED FILMS 
1. Whirlybirds (CBS) wrvy Thu. 7:30 ...... - 27.9 
2. Sheriff of Cochise (NTA) woxT Tue. 7 ...... 26.7 
3. State Trooper (MCA) wrvs Mon. 9:30 ......26.4 
4. Sea Hunt (Ziv) wrvs Fri. 7 ......-..-ee05 -25.7 
5. Death Valley Days (Pacific-Borax) 
WES Bat. ]sBO0 2. ccccccccccccccccs covces 23.6 
6. Harbor Command (Ziv) wrvs Fri. 7:30 ...... 22.4 
7. Silent Service (CNP) wtvs Wed. 7 ........ 21.9 
8. Highway Patrol (Ziv) wrvy Tue. 10:30 ..... 19.8 
9. The Honeymooners (CBS) wokT Sat. 7 ...... 19.4 


10. 
- Medie (Victory) wrvs Mon. 7 
12. 
13. 


14. 


15. 


Cl mm © bo 


© OW 3D Om DO 


Gray Ghost (CBS) wckT Wed. 7 


Boots and Saddles (CNP) wtvs Sat. 7 





Kingdom of the Sea (Guild) wort Tue. 7:30 .16.6 


Jeff’s Collie (TPA) wtvs Tue. 7 
26 Men (ABC) wokT Thu. 7 


TOP FEATURE FILMS 


. Humphrey Bogart Theatre 


wtvy Sun. 5-6:30 p.m. 
Movie 7 wokT Wed. 5-6:30 p.m. 
Movie 7 wckT Thu. 5-6:30 p.m. 
Movie 7 wcKT Mon. 5-6:30 p.m. 


TOP NETWORK SHOWS 


Gunsmoke WTvJs 
Perry Mason wTvs 
G.E. Theatre wrvs 
Wagon Train WCET ............ 
Have Gun, Will Travel wrv.r 
Tales of Wells Fargo WoKT 
Alfred Hitchcock Presents wrvs 
Ed Sullivan WTtvy ........... 
I've Got a Secret wWTvs ..... 

I Love Lucy wivs .......... 
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CHICAGO 
4-Station Market 


TOP SYNDICATED FILMS 
1. Silent Service (CNP) wnsq Tue. 9:30 .....22.9 
2. State Trooper (MCA) wnBeq Wed. 9:30 ....18.3 
3. Code 3 (ABC) wBKEB Fri. 9:30 ........... 17.0 
4. San Francisco Beat (CBS) won-tTv Wed. 9 ..16.8 
5. Death Valley Days (Pacific-Borax) 

WGN-TV Tue. 9:30 ...cccccccccees eecccces 15.3 
6. Sea Hunt (Ziv) won-tTv Wed. 8:30 ...... 14.7 
7. Whirlybirds (CBS) won-tv Thu. 9 ......... 14.1 
8. The Honeymooners (CBS) wGNn-Tv Thu. 9:30 .13.8 
9. Stories of the Century (H-Ty) 

WBEB Thu. 9:30 ......-+e+0% eecceccccces 12,2 
10. Men of Annapolis (Ziv) WGN-TV Mon. 9 ....12.0 
ll. Target (Ziv) WGN-TV Wed. 9:30 .......... 11.7 
12. Highway Patrol (Ziv) woNn-tTv Fri. 8 ...... 9.9 
13. Mr. District Attorney (Ziv) wWBKB Tue. 9 .. 9.6 
14, African Patrol (Gross-Krasne) WBBM-TV 

Tue. SSO ccccccccccccccesesceceesess ee 8.9 
15. Crusader (MCA) WGN-TV Fri. 9:30 ........ 8.8 

TOP FEATURE FILMS 
1. Best of CBS wBBM-TV Sat. 10-12:45 a.m. ..28.8 
2. Courtesy Theatre WGN-TV Mon. 10-12 m. 18.6 
3. Movietime U.S.A. wBKB Fri, 10-12:15 a.m. .17.7 
4. Coral Stone Theatre WGN-TV 

Thee. 210-22245 Pim. ccccccccccccccccecsces 16.4 

5. Mages Playhouse wGN-Tv Wed. 10-12 m. 16.0 
TOP NETWORK SHOWS 
1. Gunsmoke WBBM-TV .......00--eeeseeeeees 42.1 
2. What’s My Line WBBM-TV ........ -34.9 
3. Wyatt Earp WBEB .........--- - 26.0 
4. Have Gun, Will Travel wepM-Tv -25.7 
4. Twenty-One WNBQ .........2---0+55: -25.7 
S. Meaeh BieGapS WEES. .ncccccccscccccscses -25.3 
G. Palen He TWlgee WHR nc ccc ss sccccss . 24.6 
7. Restless Gun WNBQ ...... -23.9 
§. Suspicion WNBQ ........ - 23.5 
9. Bob Cummings wNBQ - 23.0 
MINNEAPOLIS-ST. PAUL 
4-Station Market 
TOP SYNDICATED FILMS 
1. Death Valley Days (Pacific-Borax) 
WOOO-TV Sat. 9:30 ...cceccecccccccccccess 22.4 


State Trooper (MCA) KsTP-TV Tue. 9:30 .... 


9 
3. Studio 57 (MCA) KsTP-TV Wed. 9:30 ......18.5 
3. Harbor Command (Ziv) KsTP-Tv Thu. 9:30 ..18.5 
4. Badge 714 (CNP) KsTP-Tv Tue. 10:30 ...... 13.5 
5. Highway Patrol (Ziv) KsTP-Tv Thu. 10:30 ..13.4 
6. Sheriff of Cochise (NTA) KsTP-TV Sat. 10:30 ..12.6 
7. Mr. District Attorney (Ziv) KstTP-Tv Wed. 10:30 12.4 
8. Whirlybirds (CBS) KsTP-TV Sun. 9:30 ...... 12.3 
9. Mike Hammer (MCA) woco-Tv Tue. 9:30 ....11.7 
10. Popeye (AAP) wooo-Tv Fri. 5:30 ........+. 10.8 
11. Federal Men (MCA) KSTP-TV Mon. 10:30 ....11.1 
12. Jeff’s Collie (TPA) wTon-Tv Mon. 6:30 ....10.3 
12. Dr. Christian (Ziv) wooo-tv Fri. 10:30 ....10.3 
13. 26 Men (ABC) wton-Tv Wed. 8:30 ......- - 9.1 
TOP FEATURE FILMS 

1. Your 9 O’Clock Movie 
KMSP-TV Tue. 9-10:30 p.m. .10.2 

2. Your 9 O’Clock Movie 
KMSP-TV Mon. 9-10:30 p.m. ........ .10.1 

3. Your 9 O’Clock Movie 
EMsP-TV Wed. 9-10:30 p.m. . eee 9.8 

4. Your 9 O’Clock Movie 
KMSP-TV Fri. 9-10:30 p.m. . ‘ 8.8 

5. Your 9 O’Clock Movie 
KMSP-TV Sun. 9-10:30 p.m. ........ 8.4 

TOP NETWORK SHOWS 

1, Bwenty-Ome ESTP-TV ccccccccccccccccees 31.6 
2. I’ve Got a Secret Wooo-TV ...... 30.8 
3. Gunsmoke WOOCO-TV ............ 30.6 
4. What’s My Line wcco-Tv ........ 28.4 
5. Bob Cummings KSTP-TV ........ ....-.-:; - 25.8 
6. To Tell The Truth wooo-Tv ............. 24.5 
7. Father Knows Best KSTP-TV ............- 23.9 
8. The Millionaire woco-Tv ........ . 22.9 
9. It Could Be You KsTP-rTv ...... . 23.7 
10. Price is Right KSTP-TV ... 22.6 





























ARB City-By-City Ratings for July 1958 


CLEVELAND 
3-Station Market 
TOP SYNDICATED FILMS 


1, State Trooper (MCA) Krw-Tv Tue. 9:30 ...23.5 
2. Silent Service (CNP) wsw-tv Sat. 10:30 ..19.0 
3. Frontier Doctor (H-Tv) Krw-Tv Mon. 7 ..... 18.4 
4. Highway Patrol (Ziv) wsw-tv Fri. 10:30 ...18.0 
5. Popeye (AAP) Kyw-Tv M-F 5:30 .......... 17.8 
6. The Honeymooners (CBS) Krw-tTv Tue. 10:30 .17.1 
1. Union Pacific (CNP) Krw-tTv Wed. 10:30 ...16.7 
8. Code 3 (ABC) wmews Tue. 10:30 ......... --13.9 
9. Death Valley Days (Pacific-Borax) 
KYw-TV The, 7 cccccccccce eeccccccccccccksed 
10. Sheriff of Cochise (NTA) Krw-tTv Wed. 7 ..11.7 
11. Waterfront (MCA) wews Fri. 10:30 ..... --11.5 
12, Target (Ziv) wsw-Tv Tue. 10:30 ..........10.4 
12. Judge Roy Bean (Screencraft) 
KYW-TV Thu. 10:30 .. .cccccessccccces +e 10.4 
13. Sea Hunt (Ziv) waw-tv Thu. 9 ........... 10.1 
14. Harbor Command (Ziv) Krw-Tv Sat. 10:30 .. 9.8 
TOP FEATURE FILMS 
1, Best of Hollywood kyw-tv Fri. 11:30-2 a.m. ..12.9 
2. Best of Hollywood Kyw-Tv Mon. 11:30-1 a.m. ..10.7 
3. Academy Award Theatre KYw-TV 
Sun, 10:30-12:45 @.m. scccceessssees ecoe 0.9 
4, Home Theatre Kyw-Tv Sat. 11:15-1 a.m, .... 9.7 
5. Best of Hollywood Krw-Tv Wed. 11:30-1 a.m. . 9.6 
TOP NETWORK SHOWS 
1, Gunsmoke WJW-TV - 82.0 
5 1. Twenty-One KYW-TV - 32.0 
2. Suspicion KYW-TV ...... . -28.4 
3. Tales of Wells Fargo KYWw-1v -27.5 
4. Restless Gun KYW-TV ....... .-27.2 
5. The Californians KYW-'V . 25.6 
5. Maverick WEWS ..... rr . -25.6 
6. Goodyear Theatre KYW-TV 24.7 
7. I've Got a Secret wJw-Tv . . 24.1 
8. Father Knows Best Kyw-Ty 22.8 
t 
NEW YORK 
' 7-Station Market 
t TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv) wonrs-Tv Sat. 10:30 ........ 37.5 
2. Mike Hammer (MCA) wroa-TV Tue. 10:30 ..20.4 
3. State Trooper (MCA) wroa-Tv Wed. 10:30 ..13.4 
4, The Honeymooners (CBS) wroa-Tv Tue. 7 ..10.6 
5. Highway Patrol (Ziv) wrca-Tv Mon. 7 ....10.1 
' 6. Harbor Command (Ziv) waBo-tTv Fri. 10 .... 9.0 
7. Don Ameche Presents (TPA) woss-Tv Sat. 7 . 8.7 
8. Death Valley Days (Pacific-Borax) 
WORST WEE. C ccesessndscetistacéccss 8.3 
9. 26 Men (ABC) waBo-Tv Tue. 10:30 ....... 7.7 
10. Official Detective (NTA) waso-Tv Fri, 10:30 . 6.2 
11. Silent Service (CNP) wrea-Tv Fri. 7 ...... 5.3 
11. Mr. & Mrs. North (Schubert) wasp Sat. 8:30 . 5.3 
12. Harbor Command (Ziv) wor-Tv Mon. 9 ...... 4.8 
12. Looney Tunes (Guild) wapp M-F 6:30 ...... 4.8 
' 13. Studio 57 (MCA) wrrx Sun. 10 ........... 4.7 
TOP FEATURE FILMS 
1. Late Show woss-Tv Sat. 11:15-1:45 a.m. ..13.5 
2. Late Show woss-Tv Fri, 11:15-12:45 a.m. .13.3 
3. Early Show woss-Tv Mon. 5:30-7 p.m. ...... 12.1 
' 4. Late Show woss-rv Sun. 11:15-12:30 a.m. ..11.4 
5. Late Show wops-Tv Thu. 11:15-12:45 a.m. ..10.0 
| 
TOP NETWORK SHOWS 
' 1, Gunsmoke WOBS-TV .............. -38.9 
: 2. What’s My Line? wops-tv ............. 34.0 
3. Have Gun, Will Travel woss-TV ............ 31.3 
' 4. Alfred Hitchcock Presents wops-TV 27.6 
5. Twenty-One WROA-TV ............. 27.4 
6. To Tell The Truth wops-Tv .............. 27.2 
7. I’ve Got a Secret wops-Tv ............... 24.9 
8. Ed Sullivan wops-Tv ..................0. 24.5 
9. Bob Crosby WROA-TV .................... -23.8 
10. Perry Mason WCBS-TV ..................0¢ 22.5 





COLUMBUS, O. 
3-Station Market 
TOP SYNDICATED FILMS 





1, Death Valley Days (Pacific-Borax) 
WBNS-TV Bum 9:30 ..cccccrccccccccssccces 33.9 
2. Highway Patrol (Ziv) wBNs-Tv Tue. 10:30 ..27.5 
3. Boots and Saddles (CNP) waens-tTv Sat. 10:20 .25.9 
4. 26 Men (ABC) wiw-c Wed. 10:30 ......... 23.3 
5. Sea Hunt (Ziv) wens-Tv Thu. 8 ........... 16.5 
6. Mike Hammer (MCA) wrvn-tv Fri. 9:30 ....15.5 
7. Union Pacifie (CNP) wrvn-tv Thu. 10 ...... 14,7 
7. Harbor Command (Ziv) wrvn-tv Fri. 10:30 ..14.7 
7. The Honeymooners (CBS) wens-ty Sat. 7 ....14.7 
8. The Tracer (MPA) wWTvN-TV Fri. 8:30 ...... 14.1 
9. Uncommon Valor (Atlantic) wrvn-tv Fri. 10 .13.7 
10. Sheriff of Cochise (NTA) wrvN-Tv Mon. 10:30 12.7 
10, Silent Service (CNP) wrvn-tTv Thu, 10:30 ..12.7 
11. Gray Ghost (CBS) wans-tv Fri. 7:30 .......12.4 
12. Target (Ziv) wuw-o Sun. 10:30 ........+.. 11.8 
12. The Crusader (MCA) wLw-c Mon. 7 ........ 11.8 
TOP FEATURE FILMS 
1. Armchair Theatre 
WBNS-TvV Thu. 11:15-1:15 a.m. . --10.3 
2. Armchair Theatre 
WBNS-TV Tue. 11:15-1:45 a.m -10.2 
3. Lex Mayer’s Theatre 
WTVN-TV Sun. 10-11:45 p.m. .. .-10.1 
4. Academy Award Theatre 
WENS-TV Sun. 11:30-1 a.m. ....-...2--0e0e 6.6 
5. Sunday Showboat wrvn-Tv Sun. 12:45-4:30 p.m. 6.3 
TOP NETWORK SHOWS 
1, Gunsmoke WBNS-TV ... as eetvanee 46.1 
2. Wyatt Earp WTvN-TvV .. . 38.6 
3. Real McCoys WTvN-TV .. .+ 33.1 
4. I’ve Got a Secret weNs-Tv 32.8 
5. I Love Lucy WBNS-Tv ..... 32.0 
6. G.E. Theatre WBNS-TV .... .. 80.6 
7. Maverick WTVN-TV ........ 30.5 
8. Sugarfoot WTVN-TV ......... - -30.4 
9. Have Gun, Will Travel weNs-TVv ---29.6 
10. Welk’s Dancing Party wrvNn-tv -28.3 
SEATTLE-TACOMA 
5-Station Market 
TOP SYNDICATED FILMS 
1, Highway Patrol (Ziv) Komo-Tv Thu. 7 ...... 26.7 
2. Mike Hammer (MCA) KING-TV Wed. 10 19.9 
3. Target (Ziv) Krno-TV Tue. 9:30 ...... ooeeell.2 
4. Silent Service (CNP) KING-Tv Mon. 7:30 ....16.8 
5. Death Valley Days (Pacific-Borax) 
MOMS The. B on ccccccosvcvccscoeces --15.7 
6. Big Story (Official) Kino-rv Thu. 9 .........14.2 
6. State Trooper (MCA) KTNT-TV Mon. 8:30 ...14.2 
7. Decoy (Official) KING-TV Tue. 10 ......... 14.0 
7. Dial 999 (Ziv) Krmo-Tv Sat. 9:30 ......... 14.0 
8. Badge 714 (CNP) KING-TVv Fri. 10 ........ 12.9 
9. Championship Bowling (Schwimmer) 
BROMO-TV Pri. O nc ccccccsccccccccccccccce 12.8 
10. Sea Hunt (Ziv) KInG-Tv Wed. 7:30 .. - 12.2 
11. Search for Adventure (Bagnall) 
MENGDP Blom. Fw ccccccccepecvcscccccoces 1.7 
12. The Honeymooners (CBS) KING-Tv Sun. 6:30 .11.1 
12. San Francisco Beat (CBS) KTNT-TV Mon. 8 ..11,1 
12, Sheriff of Cochise (NTA) KING-Tv Sat. 9 «11,1 
TOP FEATURE FILMS 
1. Major Studio Preview 
KOMO-TV Sat. 10-12:30 a.m. .........44-- 12.7 
2. All Star Movie KTNT-TV Tue. 9:30-11:15 p.m, 10.7 


3. 


_ 


Early Movie Kirno-TV Fri. 10:30-12:15 a.m. . 9.9 


. All Star Movie KTNT-TV Mon. 9:30-12 m. ... 8.0 


5. Early Movie KiRO-TV Sun, 10:15-12 m. ..... 7.2 
TOP NETWORK SHOWS 
1, Twenty-One KOMO-TV . Paes errr eT 34.2 
2. Real McCoys KING-Tv ... oneedeceuceuee 
3. Ozzie and Harriet KING-TV .......... 30.4 
4, TENOR, EAMG ccccccce ccc sscccccccess 28.1 
GC Se MUN  eccceccdasccecvsccb cena 28.0 
6. Tombstone Territory KING-TV 27.9 
GT. Babee WTS WOMOSY oon. ccc ccc cc cece cc Rhet 
&. Perey BMlasem BEMO-CV ooo ec ccc e cece -27.5 
Ss. fF | BRR TEUTT Tee Te 26.4 
©. Gusplelem BOMO-EV 20... ccscccscces -26.4 
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done by Bristol-Myers, has been moved 

to Grove’s St. Louis plant. A fall spot 
campaign will get under way shortly in 
selected markets. Jack Carver is the buying 
contact. Other Grove products are 
formulating plans to hit tv after October 

1. BROMO QUININE cold tablets are 
handled by Gardner Adv., St. Louis, (Richard 
Epp, chief timebuyer) ; CITROID 
COMPOUND by Dowd, Redfield, Johnstone, 
N. Y. (Betty Nasse, timebuyer). Schedules 
for 4-WAY cold tablets, handled by Beth 
Black at Cohen & Aleshire, N. Y., begin 
next month. 


GUNTHER BREWING CO. 
(Lennen & Newell, Inc., N. Y.) 


Although Spot Report has seemingly 
overlooked this brewer for quite a while, 


it has been a consistent user of spot since 
moving to L&N last year. Its markets are 
primarily Washington, D. C. (where it’s 
reported as the No. 1 beer), Baltimore 
and surrounding areas. In addition to spot 
schedules, Gunther sponsors the Oriole 
ball-casts and has a weekly sports show. 
Timebuyer Marion Jones notes the schedules 
will remain strong probably until the 
cold-weather cutback in December. 


A. S. HARRISON CO. 

(Kastor, Hilton, Chesley & Clifford, 
Iné., N. Y.) 

Recently acquiring this account from 
Charles W. Hoyt Co., KHC&C is setting tv 
spot tests for PREEN wax in Baltimore, 
New York and New Haven. Filmed minutes 
will be used in the initial campaign. Beryl 
Seidenberg is the timebuyer. 





























' The Beaumont-P 


Preertee- is 85th in 


| Texas.* And thi¢! 


; completely coveres 
, For Greater Drug gales. . +. 
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LAWRENCE LABORATORIES 
(Kenneth Rader Co., N. Y.) 


The test schedule in the New York market 
reported here last March has triggered an 
expanded fall campaign for SULFOAM 
shampoo. The product will switch from live 
announcements to filmed spots, continuing 
in New York and going into four additional 
major markets in September. The total 
budget for the new markets is $250,000. 
Kenneth Rader is the contact. 


H. W. LAY & CO., INC. 
(Liller, Neal, Battle & Lindsey, 
Atlanta) 


Some activity for LAY’S potato chips is 
indicated, with an eight-week schedule 
reported in the works for a southern market. 
The placement was to begin early this 
month. Pamela Tabberer, media director, 

is the contact. 


LION OIL CO. Div. of 


Monsanto Chemical Co. 
(Ridgway Adv. Co., St. Louis) 


Although Spot Report has had no word of 
spot activity from this gas-oil producer in 
several years—(it was last using Highway 
Patrol in scattered southern markets) — 

it’s reportedly planning a fall campaign of 
minutes in selected markets in Louisiana, 
Arkansas, Oklahoma, Texas and New Mexico. 
Mrs. T. L. Lewis is the agency contact. 


LOWELL TOY CORP. 
(Harold J. Siesel Co., N. Y.) 


Tv spot, reaching a mass-market audience, 
did not seem to be the answer last year for 
this company’s psychological game, 
PERSONALYSIS. However, Lowell has new 
“hot” items on the market (including a 
Price Is Right game), and is contemplating 
some additional tv activity. The agency 

is considering the organization of a 
concentrated tv drive for several of its toy 
accounts, possibly buying some 15-minute 
kid programs in major markets rather than 
spots. Exact plans were indefinite at press 
time. Bill Silverstein is the buyer and 
account man. 





Beat the Heat | 


In order to assess the drawing 
power of its daytime program, 
Mid-Day Movie, 12:30-1:30 p.m. 
daily, wstv-Tv Steubenville recent- 
ly promoted what could be de- 
scribed as a “beat the heat” con- 
test. Utilizing daily 50-second 
spot announcements, the station 
announced that from June 2-July 
2. an electric fan, retailing at 
$39.95, would be awarded weekly ' 
for five weeks. The fan was shown 
twice weekly during the program. 
Prize awards were based on simple 
postcard and letter drawings. The 
mail response to 23 50-second an- 
nouncements totaled 11,179 cards 
and letters, or slightly less than 
500 responses per announcement. f 














Kastor, Hilton, Chesley & Clifford time- 
buyer Beryl Seidenberg is active with 
schedules for Preen Wax. Insta-Pep, 
Jandrex and Regimen. 


MAYBELLINE CO. 

(Gordon Best Co., Inc., Chicago) 

Fall activity is indicated for this company’s 
eyebrow pencil, mascara, etc., as word is 
in of 26-week campaigns set in Los Angeles 
and other major markets. Kay Knight is 

the timebuyer. 


MINUTE MAID CORP. 
(Ted Bates & Co., Inc., N. Y.) 


The orange-juice producer, which set some 
four-week schedules early in June, shows 
indications of further activity with some 
brief placements. Bob Gruskay is the 
timebuyer. 


MONARCH WINE CO. 
(Lawrence C. Gumbinner, Inc., N. Y.) 


With the exception of a slightly later 
starting date, the fall campaign for 





New KOCO-TV Studio 


Construction has commenced on 
a new $300,000, 40x80-ft. studio 
of Koco-tv Oklahoma City. The 
ABC-TV afhliate’s first telecast, in 
what will eventually be a $500,- 
000 facility, is scheduled for Oct. 
1, 1958. Located on a five-acre 
knoll, the new KOCO-TV studio 
will include a complete film- 
processing laboratory, will be 
equipped to transmit color and 
will make possible line-of-sight 
transmissions between the studio 
and a mobile unit located at any 
point in Oklahoma City. 

The KocO-TV transmitter re- 
mains at Crescent, Okla., 35 miles 
north of Oklahoma City. With an 
antenna 1,386 ft. above average 
terrain, the 100,000-watt signal 
covers the Oklahoma City and 
Enid areas. A second studio 
measuring 40x40 ft. is planned. 





MANISCHEWITZ wine this year will be 
about the same as last year’s program. 
Schedules of day and night minutes and 
20’s will get under way at the end of 
October for 13-week runs in 25-30 markets. 
Gail Meyers, assisted by Harry Bargamian, 
is the timebuyer. 


MULLINS FOOD PRODUCTS Co. 
(Olian & Bronner, Inc., Chicago) 

A fall-winter campaign of tv spots in Chicago 
and other markets in which the product 

has distribution is planned for PRAIRIE 
CHEF barbecue sauce. The item has had 
little previous advertising, but is 
embarking on an expansion program. 
Media director Kay Kennelly will handle 
the timebuying. 


NORTHERN PAPER MILLS, 
Div. Marathon Corp. 


(Young & Rubicam, Inc., Chicago) 


It’s reported the maker of WAXTEX, 
NORTHERN TISSUES, etc. is setting its 
fall schedules of day and night minutes 
and 20's in about 90 markets. Robert Byron 
is director of media relations; Marion 
Reuter the buyer. 


NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N. Y.) 
PEPTO-BISMOL begins its fall activity 


with six-week schedules of night minutes 
starting next month in major markets. Jack 
Giebel is the timebuyer. 


O-CEDAR, Div. of American 
Marietta Co. 


(Turner Adv. Agency, Chicago) 


An entry into tv spot in a few major markets 
is planned for this maker of household 
products—floor wax, furniture polish, etc. 
The primary product that will be pushed is 
called ENDUST. John K. Turner is the 


contact. 


OKLAHOMA OIL CO. 


(Needham, Louis & Brorby, Inc., 
Chicago) 

NL&B, which just acquired this account 
about seven weeks ago, is reported to have 
begun a campaign of tv-radio spots in 
about 40 markets. Schedules will run eight 
weeks. Ty-radio director James G. 
Cominos is the contact. 


PARKER PEN CO. 
(Tatham-Laird, Inc., Chicago) 


Currently, this company has some test 
schedules going in a few markets to 
determine tv’s effectiveness over radio and 
newspapers. The fall spot budget is reported 
larger than last year’s, and although the 
market list will be cut somewhat to about 

50 top areas, the schedules in those markets 
will be increased. The school and holiday 
placements will push the T-BALL JOTTER 
pen. Media head George Bolas is the contact. 


PET MILK CO. 
(Gardner Adv. Co., St. Louis) 


Early this month, the new product from 
this company, NEW PET FIZZ, got a one- 
week schedule of more than 20 spots in 
Chicago. Similar placements should go in 
Los Angeles, San Diego and possibly other 
top markets about issue date. Richard Epp, 
chief timebuyer, is the contact. 





Rate Increases 


ABC-TV has announced a rate 
increase for KONO-TV San Antonio 
from $650 per evening hour to 
$700 and for Krcv-tv Weslaco 
from $275 to $300. The announced 
rate increase for wcr-Tv Buffalo 
from $1,200 per evening hour to 
$1,300 as of June 1 has been re- 
scinded. Instead the rate for wcr- 
TV will be increased from $1,200 
to $1,400 beginning Oct. 1. 





PETER PAUL, INC. 
(Dancer-F itzgerald-Sample, Inc., N.Y.) 


‘The fall campaign for this company’s candy 


bars is about the same as last year’s, with 
schedules of day and night filmed spots 
being set in more than 100 markets. Jim 
Kearns is the timebuyer. 
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RALSTON PURINA CO. 
(Gardner Adv. Co., St. Louis) 

Although Purina is primarily using radio for 
its DOG CHOW, supplementary tv schedules 
are running on KROD-TV El Paso, 
WEAU-TV Eau Claire (Wisc.), KHAS-TV 
Hastings (Neb.) and KOLN-TV Lincoln 
(Neb.). Placements of afternoon minutes 
were set for about six weeks, with 
three-five spots per week. Media manager 
Pat Schinzing is the contact. 


REVELL, INC. 
(Doyle Dane Bernbach, Inc., 
Los Angeles) 


A “Christmas in September” contest kicks 
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William D. Fisher, formerly with Gard- 
ner Adv., has joined DCS&S as vice 
president in charge of tv-radio. 


off next month for this maker of plastic 
hobby kits, with spot schedules running in 
selected markets. Claire Koren is the 
timebuyer. 


SEEMAN BROS. 
(Norman, Craig & Kummel, Inc.. 


N.Y.) 


The recently-introduced SAVOY car wash 
product is reportedly getting good acceptance, 
but the agency doubts it will begin any 
spot tv action before next spring. 
Newspapers and radio have been getting 

the total budget, with some participation 
tv deals set. Nat Kornfeld is the 

account executive. 


SOUTHERN BELL TELEPHONE 
& TELEGRAPH CO. 

(Tucker Wayne & Co., Atlanta) 

It’s understood that this company is geting 
ready to set some 52-week schedules in 
various southern markets. Look for action 

in Louisiana, Kentucky, Tennessee and 
Mississippi. News-and-weather programs 
will probably be bought. Ruth Trager is 

the timebuyer; Anne Benton, the 

media director. 





Raymond W. Welpott, a general execu- 
tive of NBC’s owned and spot sales divi- 
sions, has been named general manager 
of wrcv-Tv Philadelphia. He succeeds 
Lloyd E. Yoder who has been promoted 
to vice president and general manager 
of wNBQ and wMaQ Chicago. The 
changes were announced by P. A. Sugg, 
vice president in charge of NBC owned 
stations and NBC Spot Sales. 








Slide-Rule Rates 


A new concept in the national 
spot rate cards utilized by inde- 
pendent television stations has 
been developed by the Meeker Co., 
radio-tvy station representatives. 
Designed to simplify the spot-buy- 
ing process for both timebuyer 
and time seller, the new rate card 
is printed on a slide rule which 
automatically calculates the budg- 
et, minimum total of homes 
reached and number of spots per 
week in each time classification. 

Presently used by wttv Indi- 
anapolis-Bloomington, the cards 
include three daily time classifica- 
tions—AA, 5-6:45 p.m.; A, 6:45- 
10:15 p.m., and B, sign on to 5 
p.m. Week-end time classifications 
are also indicated. Each time pe- 
riod and home viewing area is de- 
termined by the current ARB total 
area report. Such reports will be 
reviewed twice a year and card 
revisions made when necessary. 
The card also shows total weekly 
budgets for 60’s and ID’s in each 
time classification. Frequency dis- 
counts are eliminated in the new 
card concept. 





SPIN-A-HOOP, INC. 
(Friend-Reiss Adv., Inc., N. Y.) 


As have several other toymakers in the 
past weeks, this Chicago firm has appointed 
the agency to get a pre-holiday campaign 
under way. “Saturation” schedules in 

ten major markets will be used, with the 
first buys starting August 20th in New 
York, Chicago and Philadelphia. Filmed 
minutes will run in and around kid shows. 
Ed Rattner, tv-radio director, is the contact. 


TV JUNIOR 
(Direct, New York City) 


This youthful magazine aimed at the 
younger set, now with 500,000 circulation, 

is lining up a number of schedules in 
cooperation with Cocoa-Marsh, Ideal Toys, 
Revell, Inc., and other kid show 
advertisers. It reportedly plans to invest 
$100,000 in spot next month in 150 
markets, as it has distribution in about 300 
cities. Alan Ackerman is the contact. 


UNITED AIRCRAFT CORP. 
(Lennen & Newell, Inc., N. Y.) 


This manufacturer of airplanes has an 
unusual general travel by air spot campaign 
going in Cincinnati, Denver, Kansas City 
and Minneapolis. Filmed 20’s are being 
used, and will run until mid-October. Chips 
Barrabee is the timebuyer. 































































IDENTIFICATION, PLEASE: 


In an 
unusual action, the Federal Communi- 
cations Commission slapped down four 
tv stations for not telling viewers that 
the one-hour film summaries of the re- 
cent Senate Labor Committee hearings 
on the long-standing Kohler Co. strike 
in Wisconsin were furnished by the Na- 
tional Association of Manufacturers. 

The FCC thus was entering an aspect 
of programming it rarely invades—but 
the action must be considered against 
the backdrop of Congressional inquisi- 
tiveness into all phases of the FCC’s 
regulatory procedures. The Commis- 
sion obviously was eager to show Con- 
gress it was alert to the requirement of 
fairness in all matters of programming, 
was at pains to lean over backwards to 
avoid taking sides. 

Regardless of the circumstances sur- 
rounding the ruling, however, its effect 
is to raise an important flag for all sta- 
tions. Stations must clearly identify the 
source of programs dealing with con- 
troversial subjects. What constitutes 
controversy was not spelled out, the 
FCC preferring to leave that decision 
to the judgment of the stations. 

What punitive action FCC can take 
against violators remains to be seen. 
Best guessing here is that one violation, 
particularly if it’s relatively minor, 
won’t bring down the skies. But con- 
tinuous violators definitely face the 
threat of license revocation and possible 
prosecution. 


LETTERS, LETTERS: The four sta- 
tions which received letters from the 
FCC on the Kohler strike hearings were 
KsTP-Tv St. Paul, Minn.; WDAY-TY 
Fargo, N. D.; KFyYR-TV Bismarck, 
N. D.; KMot-tv Minot, N. D. All told, 
the FCC has written to 28 stations about 
the films, but action has been taken only 
on the four. The entire FCC inquiry 
was initiated by AFL-CIO president 
George Meany, an FCC spokesman said. 

Here’s the background of the case: 
wttc Washington, televised live parts 
of the Committee’s hearings. The Na- 
tional Association of Manufacturers 
asked wWTTG, and the station agreed, to 
prepare one-hour kinescope summaries 


Washington Memo 





of each day’s hearings and to distribute 
those kines to a list of stations furnished 
by NAM. The organization paid wrTc 
for production and distribution costs. 

wTTcG, however, offered them to the 
stations at a cost of $475 an hour. 
KSTP-TV told the Commission, in an 
earlier letter, that it refused to pay but 
was subsequently told by an NAM rep- 
resentative that the films could be ob- 
tained free but did not mention that 
NAM was paying for them. It then 
agreed to take the films. 

When they arrived from wrt, the 
accompanying script noted that they 
were prepared by wtTc and made no 
mention of NAM, said kstp-tv. Conse- 
quently, the station used the films on 
six days with no mention of NAM. 


FCC PROTESTS: The Commission 
wasn’t satisfied with KSTP-TV’s explana- 
tion, implied that ignorance was no ex- 
cuse in the eyes of the law. FCC’s view 
was that the station should have sus- 
pected that NAM had a hand in the 
matter, said: 

“The Commission is of the view that 
in the present situation, you did not 
exercise the degree of diligence re- 
quired. Not only did you fail to make 
the necessary efforts to obtain informa- 
tion as to the actual source responsible 
for the preparation and distribution of 
the film involved, but it apears that, 
under the circumstances of the case, you 
failed to exercise even ordinary pru- 
dence and diligence in attempting to 
achieve compliance with the Commis- 
sion’s rules. 

“After having been offered the films 
originally by wttc for a price of $475 
per program, you were then told, by a 
known representative of the NAM that 
the same films would be available to 
you free of charge; and the films subse- 
quently arrived postpaid and without 
cost to KSTP-Tv. By these facts you 
should have been alerted to the possibil- 
ity that the NAM was or might be pay- 
ing for the cost of preparing and dis- 
tributing these films. 

“The Commission recognizes that 
your conduct in this matter did not in- 
volve a willful violation of Section 3.654 


(of its rules) ; but in view of the facts 
and considerations mentioned above, 
your violation is not excused by the lack 
of willfulness, and your conduct fell 
substantially short of that required of 
a broadcast licensee in operating his sta- 
tion in the public interest.” The rule 
referred to requires that “in the case 
of any political program or any pro- 
gram involving the discussion of public 
controversial issues,” the source of the 
information must be identified. 


POLITICAL POTBOILER: wopay-rtv, 
which also had been contacted by an 
NAM representative by phone and 
pleaded the same deefnse, got virtually 
the same knuckle-rapping from FCC. 
But the other two stations, which picked 
up the programs from WDAY-TV via in- 
tercity relay, were let off somewhat 
lightly. The FCC told them that “you 
had no reason to asscviate the NAM 
with these programs but your violation 
is not excused by lack of knowledge.” 

The FCC letters served as a timely 
warning to stations about political pro- 
gramming in this election year. As more 
stations take on political programs, they 
should bear in mind, said an FCC 
spokesman, the requirement of Section 
317 of the Communications Act, which 
provides as follows: 

“All matters broadcast by any sta- 
tion for which service, money or any 
other valuable consideration is directly 
or indirectly paid, or promised to or 
charged or accepted by the station so 
broadcasting, from any person, shall, at 
the time the same is so broadcast, be 
announced as paid for or furnished, as 
the case may be, by such person.” 
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NO OTHER 


MARKET AREA 
LIKE IT! | 


73,496 miles of people 
—America’s largest 
market area— 
covered exclusively 

by Joe Floyd’s 4-state 
tv hookup. The 
national advertiser 
never had such an 
opportunity to blanket 
a huge section of 
the nation, with a 
single-station buy! 


CBS 


ABC 
NBC 


KEL-0-LAND 


America’s Big 4-State Beam! 


KELO wt sioux FALLs 


and boosters 


KDLO ty Aberdeen-Huron- 


Watertown 


KPLO tv Pierre-Valentine- | 
Chamberlain 


JOE FLOYD, President 
Evans Nord, Gen. Mgr., Larry Bentson, V.P. 


REPRESENTED BY H-R 
In Minneapolis by Wayne Evans & Assc. 










Boxing (Continued from page 45) 


30’s. Miles Labs reports the ABC-TV 
bouts average “a low 20, with cham- 
pionship bouts a few notches higher.” 
Ratings on MBC’s Monday-night slug- 
fests fluctuate between 5 and 8. 
NBC-TV, ABC-TV and MBC tele- 
cast the fights three times a week on 
a total of 302 stations in the U. S., 
Hawaii and Guam. Having pioneered 
boxing telecasts since June 19, 1946, 
NBC-TV’s Friday-night Cavalcade of 
Sports is carried by 201 stations. With 
the exception of Hawaii and Guam, 
which use delayed kinescope, 199 sta- 
tions carry the show live. Gillette, one 


of television’s oldest sponsors, “con- 
trols” the program. 
ABC-TV carries the Wednesday 


Night Fights live on 95 stations. Hav- 
ing commenced on June 1, 1955, the 
series is co-sponsored by the Mennen 
Co. for its men’s line and Miles Lab- 
oratories, Inc. for Alka Seltzer and 
One-A-Day vitamins. Both sponsors in- 
herited the show from Pabst beer. 

The network’s tripartate arrange- 
ment with Lester Malitz, independent 
producer, and the International Box- 
ing Club continues to remain in force. 
ABC-TV holds a contract with Mr. 
Malitz, who in turn, has a contract 
with the IBC. Mr. Malitz’s role in 
the three-way pact is to facilitate out- 
of-state boxing arrangements. 


Avoid Red Tape 

By utilizing the services of a non- 
licensed subsidiary of the Chicago 
Stadium, Teleradio Promotions, Inc., 
Mr. Malitz avoids the interstate red 
tape devised by state boxing commis- 
sions. The latter appear to delight in 
placing obstacles in the path of li- 
censed promoters hailing from other 
states. The advantages accruing to 
both the network and the IBC under 
this arrangement are obvious, since 
Teleradio can quickly arrange bouts 
scheduled for the Wednesday Night 
Fights in such widely separated areas 
as California, Washington, Texas and 
Illinois. 

The Monday-night Boxing From St. 
Nick’s was carried until Aug. 4 by the 
Metropolitan Broadcasting Corp. It has 
been plagued by financial troubles and 
competition from the larger networks. 
The special sports. network’s money 






















woes currently center around negotia- 
tions with St. Nick matchmaker Teddy 
Brenner, who has bluntly refused to 
consider MBC’s reduced offer of 
$2,500 in weekly tv fees. 


Mr. Brenner had previously agreed 
to earlier negotiations on a weekly 
summer fee of $3,500, with the option 
of resuming in September at a weekly 


fee of $4,750. 


Under the terms of a settlement 
mediated by Julius Helfand, New York 
State boxing commissioner, Mr. Bren- 
ner continued to promote Metropolitan’s 
Monday-night telecasts until Aug. 4. 

More or less serving as a talent pool 
for the IBC, the bouts at St. Nick’s 
earlier lost the New York sponsorship 
of El Producto cigars and Colgate- 
Palmolive. Continuing on its difficult 
road, MBC is currently endeavoring 
to increase the number of its co-op 
stations, acquire a more amenable 
matchmaker in the fall, interest po- 
tential sponsors in its future New York 
telecasts and somehow manage to sur- 
vive its current boxing crisis. 

Despite the somewhat shaky situa- 
tion at MBC, boxing continues to 
garner a lucrative share of the tv 
cake. The sport’s annual tv take is 
$2.8 million, with the IBC accounting 
for $2.7 million. The IBC receives 
$25,000 weekly for the NBC rights 
and approximately $20,000 for the 
ABC-TV encounters. St. Nick’s tv 
rights presently amount to $3,500 a 
week. An exceptional non-champion- 
ship bout can net boxing as much as 
$75,000, while a title fight can garner 
sums that vary between $100,000 and 
$200,000. 

Endowed with a flamboyant, glam- 
orous facade, boxing is essentially a 
small business beset by problems that 
seemingly jeopardize its future. Count- 
ing tv revenues, the sport’s total an- 
nual income from all sources is about 
$7-8 million. Since boxing is, to a 
large extent, at the mercy of an 
easily bored tv viewer, the sport’s de- 
votees are worriedly pondering the 
present odds against the fight game. 

Preoccupied with its economic prob- 
lems, somewhat _heatedly 
blames television and the medium’s 
biggest supporter—the public—for the 
mediocrity of today’s fighters. Some 
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(Continued on page 70) 




























| oe Ss =F SS hw 


'.wVwT 3 = 


wT Vw we we 








INVESTMENT PROBLEMS. Televi- 
sion investors have had a wide variety 
of factors to consider in the last few 
hectic weeks of the stock market. 

A possible increased use of television 
was demonstrated with the disclosure of 
the way video equipment helped the 
submarine Nautilus in its maiden voy- 
age under the North Pole. At the same 
time the military has outlined plans for 
a “shoot” at the moon which calls for 
small, compact tv cameras to send pic- 
tures of the far side of the moon back 
to earth. 

Consumer purchases and factory 
production of tv sets climbed in June 
as compared with May, 1958. However, 
they continue to lag behind the June 
1957 figures. 

The mid-summer drought of adver- 
tisers that had frightened network tv 
producers at the beginning of July 
seemed to vanish overnight as sponsors 
climbed on the bandwagon. 

Earnings for a representative group 
of telecasters indicated profits in the 
second quarter of 1958 were off about 
one-fifth from the comparable 1957 
period. 


INTERPRETATION SLOW. When the 
news of the feat of the Nautilus was an- 
nounced the financial community was 
caught short. It couldn’t immediately 
translate the significance of the ac- 
complishment into terms for investment. 

Practically every technological break- 
through in the past has been immediate- 
ly viewed from the military standpoint 
and how it would increase the impor- 
tance of one industry group as com- 
pared with another. 

In this sub-polar journey the minds 
stumbled. As yet there has been no col- 
lective judgment. It’s obvious that 
from a military standpoint the U. S. has 
gained an edge on the Soviet Union. 
But from the commercial viewpoint the 
obvious fact is that the distance between 
Tokyo and London has been cut in half, 
at least, for modern submarine vessels. 

Since specially prepared tv equipment 
was used to help the Nautilus on its 
hazardous pioneer trek it’s of interest 
to the tv investor to realize that use of 
this equipment will grow enormously 


Wall Street Report 





in the years ahead. Some scientists have 
forecast that atom-powered cargo sub- 
marines sailing along under the At- 
lantic at 80 knots an hour would 
eventually become the logical method 
for heavy goods shipment between hemi- 
spheres. 

The added speed of atom-powered 
subs plus new, shorter routes may revo- 
lutionize maritime commerce to a de- 
gree unrealized. Certainly if scientists 
expect to explore Neptune’s depths the 
added importance of television is ob- 
vious. It helps to remove the mystery 
and fear that the undersea world cre- 
ates in people’s minds. It will become 
a working tool not only for navigators 
but to those landlubbers whose economic 
livelihood is dependent on the sea. 


TV AND OUTER SPACE. The same ap- 
plies to the exploration of outer space. 
Television is the one familiar industry 
that seems to be involved in any ad- 
vance in this area. As in the case of 
the underseas world video is counted 
on by man to familiarize him with the 
unknown before he ventures into it. 

The pickup in sales and output of tv 
sets may be interpreted as another in- 
dication that the worst part of the 1957- 
58 recession is over. The public’s indif- 
ference to tv sets has been causing a 
steady monthly decline in retail sales. 
In May they were a meager 237,189. 
In June they climbed upward slightly 
to 250,362. This may be a turning point 
for the industry’s merchandising organ- 
izations. In the first half of 1958 set 
sales are running behind the 1957 total 
by over 632,751. In the same period set 
output fell off by 554,209. Obviously, 
the industry has been content to let its 
inventories decline to a Mother Hub- 
bard status during this period of sales 
setback. 

The public in the same period seems 
to have preferred to spend more money 
on keeping the old set in repair than to 
buy a new one. It increased purchases 
of tv receiving tubes by over 842,000 
units. 

The indications are that this eating 
up of inventories is also working its way 
through the tv industry. For example, 
sales of tv receiving tubes rose. 


ADVERTISING GAIN. This hint of a 


resurgence in the public’s buying comes 
simultaneously with an abrupt turn- 
about in the outlook for the advertising 
business. 

To what extent the investing 
community accepts the proposition 
that the television industry is about io 
make a strong comeback can be gleaned 
only from scraps of evidence. One is 
the attitude of the investment compa- 
nies, generally regarded as the profes- 
sional investors. These institutions had 
turned away from common stocks gen- 
erally and tv securities among others 
in the past two years. Now there seems 
to be an altering of that trend. In the 
second quarter of 1958 the investment 
companies were again buying common 
stocks and to a limited extent they were 
showing interest in specific tv company 
stocks. In a survey of investment com- 
panies Barron’s indicated that there was 
a net gain in that period of 5,300 shares 
of Columbia Broadcasting, of 53,400 
shares of Radio Corporation of Ameri- 
ca, and 10,600 of American Broadcast- 
ing-Paramount. Needless to say all three 
stocks have been advancing in price. 

However, the same study showed that 
some investment companies had been 
reducing their position in such stal- 
warts as General Electric and Westing- 
house. Some 84,000 shares of General 
common were dropped by one group of 
investment companies while 52,000 
shares of Westinghouse were also being 
sold by other institutions. 
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Boxing (Continued from page 68) 


fight-game spokesmen contend that the 
stay-at-home viewers’ absorption with 
week-night television has deprived the 
fighter of badly needed psychological 
support and is directly responsible for 
the decline of the arena. 

In rather shortsightedly making tele- 
vision the scapegoat for its troubles, 
however, the boxing world is deliber- 
ately spurning a practical readjust- 
ment to changed conditions. Consid- 
ering the success of other sports on 
tv, particularly pro football, one can 
only speculate on why boxing subjects 
itself to so prolonged a cry of woe. 

In view of the innumerable licensed 
boxing organizations, specifically or- 
ganized to protect and propagate the 
sport, and the potential pool of 
wealthy — and _ respectable — patrons 
who might well be persuaded to lend 
the sport their financial aid, one might 
well query the more despairing boxing 
fanatics on what efforts the game has 
made to remedy the sorry status of the 
fighters? The recent action of Jack 
Dempsey in opening a Chicago office 
specifically designed to aid promoters 
in nurturing new boxing talents may 
be one indication that boxing still pos- 
sesses an untapped reservoir of prac- 
tical assistance. 


Does Fighter Suffer? 


Whether or not the fighter himself 
suffers from a small audience is open 
to debate. The lucrative tv fees offered 
both elite boxers and comparative new- 
comers and a flood of enthused viewer 
fan mail can do much to take the 
sting out of a half-empty house. It is 
also open to speculation on how en- 
thusiastic the battered participant in 
a non-televised but well-attended bout 
feels when he pockets his $50-$150 
fee. 

In all fairness to boxing, the sport 
has attempted to put its own house 
in order. However, promoters and 
managers appear to be congenitally 
incapable of presenting a united front 
to the world. The eight-month-long 
attempt of the Empire State Boxing 
Managers Association and the New 
York Boxing Managers Guild to merge 
and cope with the boxer’s present 
sorry predicament has foundered on 
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Storer Report 


A net profit after taxes of $1,- 
729,620, or 70 cents per share, has 
been reported by Storer Broad- 
casting Co. for the six months end- 
ing June 30, 1958. During the 
comparable 1957 period, the firm’s 
net profit totaled $4,429,484, or 
$1.79 per share, which included a 
non-recurring capital gain of $1,- 
966,477. Excluding the capital 
gain, earnings for the first six 
months of 1957 were $1 per share. 

Second-quarter 1958 earnings 
were $978,416, or 40 cents per 
share. The company’s first-quarter 
earnings this year amounted to 
$751,204, or 30 cents per share. 
The firm indicated second-quarter 
earnings reflected a reduction in 
operating losses incurred at WVUE 
Wilmington-Philadelphia, a recent 
Storer acquisition. 

Dividends paid to date in 1958 
total $876,249 on the common 
stock and $180,137 on the Class 
“B” common stock at the rate of 45 
cents and 6 cents per quarter re- 
spectively. After all dividend pay- 
ments the company retained $673,- 
234, or 39 per cent of its profits. 





the rock of incompatibility and dis- 
agreement. 

Despite the verbal eye-gouging the 
International Boxing Club has en- 
dured, the organization continues to 
be boxing’s best answer to television. 
Having evolved out of Mike Jacob’s 
20th Century Sporting Club, the pro- 
motional organization now keeps the 
sport alive in 52-week tv series by 
serving as the sport’s liaison with the 
NBC-TV and ABC-TV networks. Al- 
though accused of monopolistic prac- 
tices from many sources—an appeal is 
currently pending against it in the 
U.S. Supreme Court—the IBC is the 
sport’s central matchmaker. 

Viewed from an advertising and net- 
working angle, boxing is merely 
another slice of programming fare. As 
such, its popularity with viewers and 
its advertising potential for sponsors 
are its chief recommendations. Like 
any other sponsored program, boxing 
must achieve respectable ratings and 


sell merchandise. Gillette’s long-stand- 
ing sponsorship and the willingness of 
such relatively new sponsors as Miles 
Labs and Mennen to take their finan- 
cial chances on the sport attest box- 
ing’s ability to keep cash registers 
clanging merrily. 

While ratings have declined some- 
what over the years, the sport’s in- 
herent dramatic qualities continue to 
keep many viewers glued to the tv 
screens. According to Tom Gallery, 
NBC.-TV sports director: “As the long- 
est-sponsored show in television, box- 
ing holds its ratings and continues to 
be an effective advertising medium.” 


Blackouts Costly 


One major sponsor and network 
boxing headache, however, is the dic- 
tum that championship bouts must be 
blacked out in the originating area. 
Under these conditions, sponsors lose 
consumer dollars in such lucrative 
marketing areas as New York. 

The possibility of CBS-TV’s adop- 
tion of fight telecasts is doubtful. A 
CBS-TV spokesman indicated the net- 
work’s Class A week-night time is 
occupied by other shows—with higher 
ratings. Further, CBS-TV_ schedules 
its sports programming for Saturday 
and Sunday. 

The pros and cons of television’s 
effect on boxing, and vice versa, will 
probably rage indefinitely. What tends 
to be ignored in the general hullaba- 
loo, however, are several significant 
social changes the medium has effected 
in the sport. Now that legitimate busi- 
nessmen guide boxing’s financial helm, 
and with the public more boxing- 
conscious than ever before, boxing 
must necessarily rid itself of former 
underworld hangers-on. Let sponsors 
or public once suspect that a fight is 
fixed or that gangsters and racketeers 
have a surprisingly large boxing say, 
and the sport will irrevocably dig its 
own tv grave. 

Two other tv contributions to box- 
ing also silence the medium’s detrac- 
tors. Basking in the more humane 
glare of television, the much-exploited 
fighter of former years is achieving a 
more just financial reward for his 
fistic efforts. And most significant 
of all, $10, $50 and $100 seats are 
a thing of the past for the harried and 
long-suffering public. 




















Film (Continued from page 35) 


station into its community. The warmth 
and flavor of live shows give a station 
community participation impossible 
with film, so the balance is about 214 
to 1, film to live, exclusive of network 
time.” 

From Peoria comes the comment: 
“In our market we feel that most local 
programming situations are best solved 
with film, as opposed to live,” says 
Winthrop P. Baker of wMsp-Tv. “Film 
makes for cleaner operation, is less ex- 
pensive and is less trouble in general. 
Of course, there are many considera- 
tions in specific local situations that 
make ‘live’ shows a real plus. Local 
prestige and service are usually served 
best with live programs. Our live pro- 
grams revolve around news, weather, 
sports, special events and special pres- 
tige programs. We feel at WMBD-TV 
that to set up arbitrarily a ratio of live 
to film on a general basis is unsound. 
How a specific situation can best be 
solved must be the prime consideration. 
Our policies, however, reflect the gen- 
eral philosophy that most entertain- 
ment needs are best served by film, and 
that most local-service needs are best 
served by ‘live’ programs. The final 
over-all ratio of live to film reflects in- 
dividual programming decisions, rather 
than an over-all live-film policy.” 

Warren S. Parl Jr. of wmur-Tv 
Manchester says that “in the field of 
dramatics the local station cannot begin 
to match the quality of syndicated or 
feature film. . . . Local programming 
should stick to those things it can do 
better than the network or syndicator 
—local news, sports, weather fore- 
casts, local sportsmen, well-liked per- 
sonalities, etc. Since variety is vital to 
any program schedule, each station 
must present dramatic programs, ad- 
venture programs and so forth. Either 
network or syndicator may fill this 
need.” 

At KsBw-tv Salinas-Monterey, Cal., 
Rudy Sun, film director, is enthusiastic 
about the vast possibilities that film 
offers. “Motion pictures,” he says, 
“have the capacity to use large spaces 
for staging, a variety of camera tech- 
niques not yet practicable for the aver- 
age tv camera, a wider scope of spe- 
cial effects, and above all the advantage 
of being able to reach for perfection by 


repeated performances or portions of , 


performances before the finished prod- 
uct reaches the viewer. I grant that the 
live show usually has a better spon- 
taneity, but a good film director can 
inspire his people to similar exuber- 
ance.” 

Adding his vote for film is Bob Van 
Driel, kccm-tv Albuquerque, who be- 
lieves that “for the average station, film 
programming is superior to live from 


the standpoint of production facilities, | 


personnel and flexibility. Viewers seem 
to prefer a well-produced film show to 
a poorly presented live show. Most sta- 
tions cannot afford the high cost of 
doing live shows as they should be 
done.” 


The comparative ratings are pointed | 


up in another comment. “With the ex- 
ception of coverage of sports events, 
local parades or other special events, 


live shows receive ratings lower than | 


any piece of film,” says L. A. Ribitzki, 
wsun-TV St. Petersburg. 


Many “Just Average” 


While agreeing on most of the desir- 


able attributes of film, Robert A. Oliver 
of WKNx-Tv Saginaw fears that “the 
majority of the films for television fall 
into the category of being ‘just another 
tv show’... 
tertainment, where live programs, re- 
gardless of category or type, seem to 
have the spontaneity and immediacy 
that lift them from the average, even 
though the program material may be 
no better than a filmed half-hour.” 
“We like film programming, com- 
pared to live production, because of its 
ease of handling, smaller percentage of 
errors and minimum production and 
personnel costs,” says Gene Looper of 
Kztv Corpus Christi, adding, “how- 


average, fairly good en- | 


ever, we have discovered that the view- | 
ers in Corpus Christi seem to prefer | 


live productions and respond more 
quickly to the live production.” 

First listing film’s good points, 
George Gingell of wrBL-Tv Columbus, 
Ga., adds somewhat wistfully that he 
believes “that if personnel were avail- 
able and costs could be kept within 
potential sponsor budgets, local produc- 
tion could be highly effective. On the 
network level, I believe that live pro- 
grams (generally) have greater spon- 
taneity,” he adds. 

Analyzing the two and noting that 
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“the right film property at the right 
cost gets the best rating,” Bud Gillis 
of wLw-c Columbus, Ohio, concludes: 
“One cannot draw the definitive line 
as to which is better, live or film. There 
are too many considerations.” 

The fact that sponsors like film pro- 
gramming, both syndicated and fea- 
ture, was pointed up by several com- 
ments. Jack Kussart of wrvp Decatur 
says, “I feel that sponsor identification 
with a good solid syndicated or feature 
film more than doubles the sponsor’s 
return. The viewing audience invari- 
ably links the sponsor with a filmed 
program which carries his identifica- 
tion, even after the series is completed. 
A live production may carry the mes- 
sage, but the memory does not linger 
on.” Jerry Danziger of KoB-tTv Albu- 
querque agrees, saying: “National busi- 
ness will buy participations in a syndi- 
cated film more readily than it will 
a local live show.” 

“We have found that film, as a ve- 
hicle for moving sponsor’s products, 
has all the basic qualities necessary to 
get sponsor identification,” says Fitz 
Hooton, wpsp-Tv Paducah. “Our ex- 
perience with film and live program- 
ming has shown that a proper film show 
can do a much better sales job than 
most of our live programming. On the 
majority of our film shows the com- 
mercials are live, which in our opin- 
ion, is the better way of selling a prod- 
uct in a market this size.” 

In Tucson, Budd Wiener of KOLD-TV 
says that “most of the clients would 
rather have a live show and would take 
it if you give it to them, but they will 
not, in most instances, pay for a live 
show.” The station programs film heav- 
ily during the early part of the day. 

Commenting on programming tech- 
nique, Charles W. Brodhead of WLW-1 
Indianapolis says: “With feature film 
we use a combination of film and live. 
In our afternoon movie we use a per- 
sonality to go along with the film. He 
makes comments on the movie (good 
and bad), along with comment on most 
anything else that comes to his atten- 
tion. This gives the advertisers a per- 
sonality to use in selling their products, 
even though they have bought a fea- 
ture movie . . . Syndicated films we 
use primarily as a strong transition be- 
tween network and news. We carry a 
first-class syndicated show at 9:30 
every night, leading into our 10 p.m. 
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Story of Tv 

An estimated video audience of 
52,769,850 persons in this country 
has seen The Story of Television, 
an RCA film produced and distrib- 
uted by the Institute of Visual 
Training, Inc. 

The huge audience figure repre- 
sents the total viewers of 406 tele- 
casts by stations throughout the 
U. S. over the last two years. Of 
the showings, 23 per cent were in 
Class A time, 29 per cent in B iime 
and 48 in C time. 

The 27-minute black-and-white 
film (with a color section inserted 
at the point where the development 
of colorcasting appears) has also 
received 7,699 showings before 
civic groups, schools, PTA’s, etc. 
A total audience figure for these 
showings is placed at 1,350,000. 

William J. Ganz, president of 
IVT, notes the prints are in con- 
stant circulation, with requests 
from stations and groups at a 
constant high level. 





news and late movie at 10:15.” 

Mr. Brodhead points out that syndi- 
cated films are a “known quantity to 
advertisers—more so than a local live 
show,” and are therefore easier to sell. 

While enthusiastic about film, sev- 
eral program executives commented 
about relationship with film suppliers. 
Chester T. Behrman of wFiE-Tv Evans- 
ville says: “The one unfortunate point 
in film programming is that the spon- 
sor’s contract with the station is can- 
cellable, while the station’s contract 
with the film company is non-cancel- 
lable. We don’t buy sustaining film,” 
he adds, “because if the client cancels 
his advertising, we’ve automatically got 
sustaining film!” 

More serious criticism directed to- 
ward film companies came from other 
sources. “Our biggest problems with 
film, both syndicated and feature,” says 
Richard F. Ellis of wJHL-TV Johnson 
City, “is the inconsistency of distribu- 
tors in the quality of prints they send 
us. Improper splicing, poor quality of 
prints and worn-out prints necessitate 
previewing of every print we receive.” 

“There is still a lot to be desired 
from some film companies in booking, 
print quality and in commercial and 


running-time inconsistencies,” says Jay 
Grier, WFMJ-TV Youngstown. 

Jerry Blair of KmmD-Tv Midland- 
Odessa, Tex., finds a problem because 
of his medium-sized market. “My only 
comment is that there is not enough 
good film at a low price to fit a market 
my size,” he says. “I have a problem 
of ‘eating’ second-runs on syndicated 
and feature films. Sponsors are not 
prone to consider a show that has shown 
once before here. . . . National adver- 
tisers won’t consider reruns, either— 
at least in the Midland-Odessa market. 
It all boils down to one thing. . . I have 
to buy two runs at least to get the price 
down in an area this size, then I usual- 
ly eat, or if lucky, participate the sec- 
ond-run and use for stripping of film 
material. This is quite an expensive way 
to fill.” 

Just as the newest state, Alaska, is 
not like the rest of the country in cli- 
mate, latitude or development, it has its 
differences, too, in tv programming. 
Paul G. West of kTvA Anchorage says: 
“Evaluation of film, as compared to 
live programming, must be made on a 
far different scale here than at stations 
within the other states, inasmuch as all 
network feeds are furnished by film or 
kinescope. The programs that are pre- 
sented live over KTVA could not be pro- 
duced by film, either from the economi- 
cal or production standpoint. They 
have been designed, in nearly every 
case, to compliment local events and 
circumstances, making their live pro- 
duction far more feasible than if they 
were filmed. Filmed programs offer the 
viewer the benefits of a variety of pro- 
ducers, directors, talent and studio fa- 
cilities which have a tendency to sur- 
pass the scope of local production. Nat- 
urally, because of this, filmed programs 
generally attract a larger listening audi- 
ence than local live programs produced 
to cover a specific event of interest to 
the immediate area. KTVA feels that 
there is a definite need for both. . . .” 

Altogether, the TV ACE survey indi- 
cates that station programming execu- 
tives have an extremely high regard for 
film, an opinion which is borne out by 
the frequency with which filmed pro- 
grams appear on their station log 
books. That this esteem is well-founded 
in viewer interest is borne out by rating 
studies, every one of which continues 
to give this type of programming ex- 
ceptionally high marks. 










































































Long Run (Cont. from page 39) 


seventh and eighth runs topped the av- 
erage for the third, fourth and fifth 
showings. CNP’s Hopalong Cassidy, in 
its 19th run in New York, has been get- 
ting nearly one-third share of audience 
in its time slot. 

Jet Jackson, Flying Commando, 
placed into syndication by Screen Gems 
in September, 1954, is still going strong 
in 52 markets. Jungle Jim, also dis- 
tributed by Screen Gems, is currently 
telecast in 55 markets. 

Ziv Tv’s Science Fiction Theatre is 
still another example of an old prop- 
erty with a lot of punch. It has been in 
syndication since 1954, and is now seen 
in 109 markets. It is in its third run 
in Washington, but a recent ARB rat- 
ing gave it a six months average of 
17.5 in that market. 

The above is just a partial list of 
older syndicated properties. They serve 
to illustrate, however, that a good pro- 
gram can go on endlessly. It is inter- 
esting to note that almost every pro- 
gram category is represented among 
the successful long run series, and if 
one category has an edge, it is the 
comedies, which were supposed to have 
died many seasons ago. 

Some more precise reasons re-runs 
continue to draw audiences ought to be 
offered. As previously noted, set own- 
ership has climbed by several millions 
each year, bringing fresh minds and 
hearts to relatively jaded programs. 
But it should also be noted that station 
facilities have grown. In 1955, accord- 
ing to Nielsen, there were 404 stations 
on the air, whereas in 1958 there are 
486, which means that many homes to- 
day are receiving channels and addi- 
tional programs that just weren’t avail- 
able to them several years ago. Nielsen 
puts it still another way; stations re- 
ceivable per home in the spring of 1954 
amounted to 4.2, but in the spring of 
1958 5.6 stations were receivable per 
home. 

Nielsen figures showing ownership 
by location of homes indicate that al- 
thought 85 per cent of U.S. homes own 
sets, there is one rather large area, i.e., 
the south, which should be ripe for 
older properties, since only 75 per cent 
of the homes have sets, and it is in- 
evitable that this figure rise. 

Re-runs generally don’t go well in a 


small market, according to a special 
TELEVISION AGE survey, because the 
audience is small, and a given program 
is seen by most of the market immedi- 
ately. In a large market the number 
of viewers who miss the first run is al- 
ways large. 

But after these factors are ex- 
hausted the statistician turns in some 
confusion to his rating chart and dis- 
covers that a program like Ramar of 
the Jungle, distributed by Television 
Programs of America, has been shown 
in the Los Angeles market 22 times and 
is now telecast there on an unlimited 
run basis. The same program, in its 
seventh run in Detroit, garned a Pulse 
rating of 17.5, beating established net- 
work properties. It just doesn’t figure, 
if the intangible called program quality 
is not considered. 

In the seasons to come, this quality 
will determine the health of the re-run 
market. Probably the poorer properties 
will disappear from the scene, since 
they won’t stand up to an increasingly 
critical audience, and against increas- 
ingly better programs. 


Older Properties 


The following is a partial list of syn- 
dicated properties which have been in 
syndication for at least four years. The 
number of markets in which they are 
currently telecast is given where avail- 
able. 

Associated Artists Productions: Can- 
did Camera, Johnny Jupiter and The 
Gabby Hayes Show. 

ABC Film Syndication: Racket 
Squad, Herald Playhouse/The Play- 
house (22 markets) and Passport to 
Danger (20 markets). 

California National Productions: 
Dangerous Assignment, (33 markets) , 
The Falcon (31 markets), Hopalong 
Cassidy (hours—63 markets, half hours 
—86 markets), Inner Sanctum (29 
markets) and Victory At Sea (54 mar- 
kets) . 

CBS Television Film Sales: Amos 
’N’ Andy (over 70 markets), The Gene 
Autry Show (over 20 markets), Annie 
Oakley (over 100 markets) and The 
Whistler (over 50 markets). 

Flamingo Telefilm Sales: Beulah (40 
markets) , Cowboy G-Men (40 markets) 
and Grand Ole Opry. 

Governor Television: 
Hardy (100 markets) . 


Laurel and 





Guild Films: Joe Palooka (75 mar- 
kets), Duffy’s Tavern (60 markets), 
Life With Elizabeth (85 markets), 
Janet Dean (70 markets), Florian Za- 
bach (80 markets), Frankie Laine (90 
markets), Paris Precinct (105 mar- 
kets) , Sherlock Holmes (100 markets) , 
Junior Science (65 markets), Flash 
Gordon (100 markets) and Tim Mce- 
Coy (60 markets). 

MCA-TV: Waterfront, Man Behind 
the Badge, Guy Lombardo and His 
Royal Canadians, Heart of the City, 
Mayor of the Town, City Detective, Ad- 
ventures of Kit Carson and Playhouse 
15. 

National Telefilm Associates: China 
Smith, Orient Express, Play of the 
Week, Passerby, Man’s Heritage and 
The Bill Corum Sports Show. 

Screen Gems: Jungle Jim (55 mar- 
kets) and Jet Jackson, Flying Com- 
mando (52 markets). 

Television Programs of America: 
Ramar of the Jungle, The Count of 
Monte Cristo and Susi-. 

Ziv Television Programs, Inc.: Yes- 
terday’s Newsreel, Sports Album, The 
Cisco Kid, My Favorite Story, The Un- 
expected, Boston Blackie, Your Tv 
Theatre, Story Theatre, The Living 
Book, I Led Three Lives, Mr. District 
Attorney (103 markets), Meet Corliss 
Archer and Science Fiction Theatre 
(109 markets). 





BUSINESS MANAGER 


Business Manager, who is also a 
C.P.A., with an excellent back- 
ground in Radio and TV station 
operations, 


Strong in all phases of finance, 
film, talent negotiation, sales serv- 
ice, traffic, etc., as well as excel- 
lent sales sense, 


Best of references, 


Now in metropolitan market and 
looking to associate with station 
or group. 
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NCS 3 (Continued from page 43) 


network shows, the JWT analysis states 
it was thought desirable to credit every 
possible county to a network, within 
reason. After the great number of coun- 
ties were assigned to a network affilia- 
tion, the remaining counties were listed 
with a network if (1) the station was 
the only source of the county’s signal 
from that network, (2) if the station 
was the best of several signals from 
that network to reach the county, even 
though its weekly coverage percentage 
was deemed insufficient. 

Quoting from the analysis outline, 
“Where more than three stations from 
the same network showed effective cov- 
erage in a single county, it was decided 
to disregard the fourth, and any suc- 
ceeding station. . . . In practice, the 
actual viewing to such a station, assum- 
ing the same programming on all of 
them, will be very low. Generally, the 
NCS figures bear this out. . . .” 


Dependence Varies 


As noted previously, the dependency 
on various agencies on, and their an- 
alysis of, the Nielsen coverage reports 
varies greatly. In a Spot Coverage 
Summary from the Batten, Barton, 
Durstine & Osborn research depart- 
ment, it was noted that the data had 
been largely derived from FCC (grade 
B) coverage maps and several different 
surveys, with NCS #2 used occasional- 
ly as a general reference. BBDO was 
not a pre-publication subscriber to NCS 
#3, but did place its order early this 
month. 

A spokesman at Cohen & Aleshire 
stated the agency did not go into ex- 
haustive analyses of the NCS data, but 
that it was used extensively for alloca- 
tions. “The study,” he said, “has its 
shortcomings which are recognized, 
but there is no better information ob- 
tainable; in addition, it has added 
value in that Nielsen figures have a 
high rate of acceptability on the part 
of our clients.” 

Richard Werner, manager of the 
media department at Kudner Agency, 


Inc., says the agency uses its NCS re- 


ports in various ways designated by in- 
dividual problems. No detailed analysis 
is customary, but the buyers are made 
very familiar with the material. 

At Young & Rubicam, Inc., assistant 
director Henry Caruthers said the 





agency thoroughly analyzes the NCS 
data, modifying it in many phases “if 
only because the information is already 
several months old when we first re- 
ceive it.” 

Actually, NCS #3 was brought in on 
schedule, resulting in information as 
up-to-date as possible. Field work 
(questionnaires, interviews, etc.) took 
place during February, March and 
April of this year. Two months were 
devoted to analysis and computation; 
several weeks to summarization and re- 
production of the reports; with stations 
and agencies beginning to receive ini- 
tial data at the end of July. 

More than 105 tv stations subscribed 
to NCS #3 before publication, using 
the information for their own knowl- 
edge and promotion as well as to study 
the market coverage of competitive sta- 
tions. 

While it has been shown that agen- 
cies, stations and networks use the NCS 
reports in different ways and in dif- 
ferent degrees, the consensus of sub- 
scriber opinion is that the Nielsen 
studies are an integral part of the tv 
industry, highly respected both for 
their accuracy and their thoroughness. 





Tape Standards 


If the maxim is true that the 
importance of anything is truly 
realized when someone takes steps 
to legislate it, videotape recording 
has stepped into its own. 

At least, the Society of Motion 
Picture & Tv Engineers has formed 
a VTR Recording Engineering 
Committee to propose standards 
and good engineering practices for 
the new medium. 

The areas in which the commit- 
tee will consider standardization 
in its initial study include: tape 
(dimensions and identification), 
(hub tape 


tracks (locations and purpose of 


reels and flange), 
each kind), recorded signal elec- 
trical characteristics, tape leaders, 
methods of measurement, termi- 
nology and tape splicing. 
Engineers in the areas of tape 
manufacturing, equipment manu- 
facturing and broadcasting will 
comprise the panel. It will also 
have liaison with other organiza- 
tions in the tv and related fields. 



















Tt audiences viewing uhf sta- 
tions have increased percentage- 
wise during the past two years, al- 
though the actual number of counties 
served by uhf stations has dropped 
nearly 20 per cent. 

This unusual statistic shows up in a 
special section of Nielsen Coverage 
Service #3 devoted to uhf, as com- 
pared to NCS #2 in 1956. 

In the 1956 report, 389 counties were 
serviced by uhf stations; 62 per cent 
of the tv homes in those counties re- 
ported watching the stations at least 
once a month. NCS #3 shows there 
are currently only 306 counties serviced 
by uhf stations; in those counties, how- 
ever, 70 per cent of the tv homes view 
the stations. Of the 306 counties, 64 
report home use of uhf facilities at 90 
per cent or better. 

The Nielsen figures stress use as the 
criterion of uhf delivery, rather than 
set conversion. Tv homes which can, 
but do not view uhf are not included. 
Wherever a uhf station was found to 
serve 10 per cent or more of the total 
tv homes in a county at least once a 
month, the county was considered re- 
portable and the homes were classified 
as “user homes.” 

As of Spring, 1958, there were more 
than 31% million uhf user homes in the 
U.S., a drop of about 114 million since 
1956. Of total U.S. tv homes, this fig- 
ure represents 8.4 per cent. The 344 
million active uhf viewers are 68 per 
cent of all tv homes in reportable uhf 
service areas, with the total number of 
homes in such areas put at 5,238,000, 
or 12.4 per cent of all tv homes. 

In the two-year period between the 
Nielsen studies, the number of uhf sta- 
tions in the country decreased from 89 
to 77. Reportable uhf stations are trans- 
mitting in 24 states, with 25 states hav- 
ing reportable uhf audiences. 

NCS #3 draws no conclusions as to 
the factors which influence the increas- 
ing viewing of the uhf stations. The 
Nielsen statistics merely show that al- 
though there are fewer uhf stations to- 
day than in 1956, and although the 
total number of uhf-serviced counties 
has decreased, seven out of ten homes 
in those counties are viewing uhf chan- 
nels where six out of ten homes viewed 
them two years ago. 


TOTAL U.S. 
NORTHEAST 


NEW ENGLAND 
Connecticut 
Massachusetts 


New Hampshire 
MIDDLE ATLANTIC 


New Jersey 
New York 
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Illinois 
Indiana 
Michigan 
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Wisconsin 
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Iowa 
Missouri 


SOUTH 
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Delaware 
Florida 
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Maryland 
N. Carolina 
S. Carolina 
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W. Virginia 
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Alabama 
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Oklahoma 
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NCS #2 (1956) 
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62 
45 


72 
71 
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40 
16 
35 
43 


63 
64 
65 
78 
45 
45 
69 


50 
59 
34 
68 


61 
4l 
64 
87 
98 
46 
61 
48 
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69 
77 
62 
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57 
96 
59 
41 
36 


82 
73 
91 
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13 
31 
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57 


10 
20 
14 


Il 


156 


32 
15 
1] 
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*State weighted by number of counties reportable. 





Remaining Uhf Stations Have Bigger Audiences Than Two Years Ago 


NCS #3 (1958) 
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N CWS (Continued from page 29) 


same period last year are the following: 
Adell Chemical Co., from $700,000 to 
$2,961,000; American Home Products, 
from $850,000 to $1,880,500; Bristol- 
Myers Co., from $409,400 to $732,500; 
Drug Research Corp., from $8,800 to 
$717,200; General Mills, Inc., from 
$119,200 to $713,800; Andrew Jergens 
Co., from $46,600 to $965,200; Parker 
Pen Co., from $109,600 to $404,500; 





Billing (Continued from page 46) 


prepared—from the corrected dummy 
of the same day for the previous week 
—all changes are made by punching 
new cards on the Card-O-Matic and 
inserting them in place of the cards 
which previously served to prepare the 
dummy log, When all changes have 
been made, the cards are inserted in 
the tabulator, which at the rate of 100 
lines a minute prepares the complete 
log in four minutes’ time. 

The day following the actual broad- 
cast, the cards are compared with the 
master program log from the control 
room. Any changes for last-minute cor- 
rections made by program department. 
Make-goods are immediately taken care 
of by punching cards indicating such 
changes. This corrects the log and the 
billing data. The cards are then merged 
with summary billing cards and sorted 
by client and time of announcement. 
When this has been completed, the 
cards are run through the tabulator to 
total the billing-to-date information. 

This is, in effect, a daily posting of 
the billing invoice. The entire pro- 
cedure takes a matter of minutes as 
compared to the long hours required 
for a billing clerk to handle each 
client’s card individually. The month- 
to-date summarization also apprises 
management of the status of monthly 
commercial traffic. 

At the end of the month all month- 
to-date summary cards for each indi- 
vidual client are sorted and merged 
with their corresponding name and ad- 
dress cards, the billing invoice forms 
inserted in the tabulator, and the in- 
voices roll out at the rate of one every 
12 seconds. 

The new system also eliminates last 
minute deadline pressures, a constant 
pile of paper work, repetitive typing, 
and other reproductive processes. 
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Standard Brands, Inc., from $286,700 
to $967,600, and Ward Baking Com- 
pany, from $21,000 to $484,600. 

Several new companies cracked the 
top 100 list for the first time. These in- 
clude Blatz Brewing Co., Canada Dry 
Co. (bottlers), Frenchette Co., Inc., 
Gulf Oil Corp., Hoffman Beverage Co. 
(bottlers), S. C. Johnson & Son, Inc., 
Jacob Ruppert Brewery and Sun Oil 
Co. 

Broken down by day parts, the sec- 
ond quarter figures show a slight per- 
centage increase in the use of daytime, 
and very slight fractional drops in the 
use of nighttime and late night, as com- 
pared to the same period in 1957. 

During daylight hours in 1958, 34.2 
per cent of the total, or $44,539,000 was 
spent in spot tv; during the same pe- 
riod in 1957, $40,031,000, or 33.7 per 
cent of the total was spent in day spot 
television. During nighttime hours in 
the second quarter of 1958, 56.1 per 
cent of the total was spent in the me- 
dium, as compared to 56.5 per cent dur- 
ing the second quarter of 1957. Spot 
tv money spent in late night hours in 
the second quarter of 1957 amounted 
to 9.8 per cent of the total, while this 
year in the same period the share 
dropped by a fraction of one point. 

Broken down by types of spots used, 
announcements led the pack, with 72.2 
per cent of the total, accounting for 
$94,129,000. The use of programs 
dropped slightly under the 1957 second 
quarter figures. This year, $21,118,000 
or 16.2 per cent of the spot money ex- 
pended in the period went into pro- 
grams, whereas last year $22,828,000 
or 19.2 per cent of the total was spent 
for programs. An estimated $15,106,- 
000 or 11.6 per cent of the 1958 second 
quarter total was spent for ID’s. In the 
second quarter of 1957, $12,297,000 or 
10.3 per cent was spent for ID’s. 


Public and Pay tv 

Pay-tv does not have the public’s 
support. 

That unequivocal conclusion has been 
voiced by the National Association of 
Broadcasters after studying individual 
surveys conducted by TV Guide maga- 
zine and seven daily newspapers, and 
“unsolicited testimonials to free tv by 
the average citizen” to the FCC. 

The NAB summary of the TV Guide 
poll states that 96.6 per cent of the 44,- 
888 persons who mailed in ballots from 











Rating System 


A “new, simple method” of ob- 
taining audience ratings over a 
wide area has been announced by 
Frank Soule, Freeport, Long Is- 
land, in motion-picture and tv film 
distribution for 26 years. 

Mr. Soule’s system involves the 
use of several thousand reporters 
in all principal cities, telephone 
surveys and a copyrighted infor- 
mation form, with final data 
processed by electronic calculators. 

Statistically accurate results are 
promised within seven days after 
program dates. While rates for 
his proposed survey will be “rather 
high,” Mr. Soule believes the size 
of the sampling and the integrity 
of the data will be worth the cost. 
Certified Reports Inc. will do the 
field work. 





all areas of the country were emphatical- 
ly against pay-television. Only 34 out 
of every 1,000 responded positively to 
the question: “Are you in favor of any 
subscription-tv system?” 

The most favorable attitude, says the 
NAB, was found in the large cities, but 
even in the 15 largest cities in the U. S., 
only 77 out of 1,000 people voted in 
favor of pay-tv. 

Highest opposition to the proposed 
medium is on the west coast, the survey 
showed. In the Pacific Coast area, 983 
out of every 1,000 voted against pay-tv. 
In Los Angeles, where the Dodgers have 
planned pay-telecasts of ballgames, only 
3.51 per cent favored the system. 

Surveys conducted by the seven news- 
papers showed opposition to pay-tv 
which ranged from 99 per cent of the 
voters reached by the Knoxville News- 
Sentinel to 75 per cent reached by the 
Minneapolis Tribune. The New York 
Herald Tribune and Houston Post re- 
ported an average 77 per cent of its 
respondents against, while the El Paso 
Herald Post, Los Angeles Herald & Ex- 
press and the Cincinnati Post showed an 
average 96 per cent against the medium. 

Citing the preponderance of anti-toll 
opinions expressed in letters and includ- 
ing resolutions drawn up by organiza- 
tions, the NAB proposes that any au- 

thorization of pay-tv should come di- 
rectly from Congress rather than from 


the FCC. 












In the picture 


The appointment of Dean Landis as vice president in charge of the midwest operations 
of Compton Advertising, Inc., has been announced by Bart Cummings, president of the 
agency. Mr. Landis, whose appointment was effective this month, has been a senior vice 
president with Keyes, Madden & Jones. The naming of the new executive was described by 
Mr. Cummings as marking “another step in our continuing expansion program. Our aim is 
to provide a complete midwest service on a local as well as national basis.” The agency presi- 
dent pointed out that Mr. Landis has “a wealth of experience in marketing and advertising 
with leading agencies and advertisers.” L. O. Holmberg, vice president and manager of 
Compton’s Chicago office and R. F. Gomber, vice president and manager of the Milwaukee 
office, will continue in their respective capacities, and will report directly to Mr. Landis. 




















































William King, Jr. (right), and Alin Blatchley have been 
appointed to new executive posts with Kenyon & Eckhardt, Inc. 
Mr. King has been named to head the agency’s west coast opera- 
tions, with headquarters in Los Angeles, where he succeeds John 
Bricker, who has joined Outdoor Advertising, Inc. Joining K&E 
as an account executive in 1951, Mr. King was elected a vice 
president in 1954 and a member of the board of directors in 1957. 
Before joining the agency he had been with International Milling 
Co. Mr. Blatchley has been named vice president in the Chicago 
office of K&E. He joined the Chicago branch in 1955. 





W. R. (Ray) Fowler has been appointed a marketing vice president with Leo Burnett 
Company, Inc. Before assuming his new post Mr. Fowler was senior vice president, plans 
board chairman and director of Needham, Louis & Brorby. He served with that agency for 
23 years, and was active in many areas of advertising, including writing, planning, account 
work, broadcast negotiations and management. Prior to that he spent four years with BBDO 
and a year with Blackett-Sample-Hummert. He has been a management representative on 
many major national accounts. Mr. Fowler came te Chicago in 1927 to assume the post of 
advertising manager of the Greyhound Bus Lines, which was then in its formative stages. 
His advertising experience encompasses such areas as bus and rail transportation, steel, ap- 
pliances, banks, insurance and drug, and food and household products. 





Jules Herbuveaux (left), vice president and general manager 
of WNBQ-wMAQ, NBC-owned stations in Chicago, has been named 
\ to the newly-created position of vice president, central division, 

NBC, in charge of activities on a corporate level. Lloyd Yoder, 
vice president and general manager of NBC’s wrcv-Tv-AM Phila- 
delphia, will succeed Mr. Herbuveaux in Chicago. Both appoint- 
ments are effective September 8. Mr. Herbuveaux, who joined NBC 
in 1931, was named general manager of the Chicago outlets in 
1954, and in December, 1955, he was appointed vice president. Mr. 
Yoder was named head of wrcv-Tv-AM in January, 1956. 





The election of Dr. Elmer W. Engstrom to the board of directors of NBC has been an- 
nounced by Robert W. Sarnoff, chairman of the board. Dr. Engstrom, who is senior execu- 
tive vice president and a director of RCA, holds many awards for his contributions to elec- 
tronics. He joined RCA in 1930 as division engineer in charge of photophone, or sound 
motion picture apparatus. Beginning in the early thirties, he participated in the development 
of television. In 1943 Dr. Engstrom became director of research of RCA Laboratories Divi- 
sion, and in 1951 he was elected vice president in charge of that division. In January, 1954, 
he was elected executive vice president of RCA Laboratories, and in June of that year he was 
also elected executive vice president, research and engineering. Dr. Engstrom was appointed 
senior executive vice president of RCA in October, 1955. 
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Only because the other day we hap- 
pened to meet and greet ABC Film’s 
Lee Frances, who recently gave birth 
to a baby girl, we were reminded of 
this item: Driving hurriedly to a hos- 
pital with police escort, a Tulsa man 
made a belated discovery. He had for- 
gotten to bring along his expectant 
wife. 

- . - 


A fellow phoned to find out if there 
was any truth to the rumor that the re- 
cent influx of some 180,000 Jehovah's 
Witnesses to New York City was mere- 
ly a publicity gimmick by CBS-TV for 
its courtroom show, Verdict is Yours? 


* +. * 


Here now, is another chapter in the 
heroic tail of Prime Time, that bay 
yearling pacer from a mining town in 
the south, and his three owners, those 
wealthy Madison Avenue aristocrats— 
Martin Bruehl, General Mills account 
executive at Dancer-Fitzgerald-Sample, 
Ed Scherick, president of Sports Pro- 
grams, Inc. and Bill Vernon, Blair-Tv 
salesman. 


When we last looked in on Prime 
Time, the steed was undergoing a 
rigorous training regimen down in 
South Carolina and the trainer’s re- 
ports were full of superlatives. And in- 
voices. The latter covered such items as 
food, quartering, new shoes, immuniza- 
tion shots, insurance, photographs and, 
proving that nothing was being spared, 
there was also a bill for a nylon sup- 
port. 


Finally, the pacer was ready and 
shipped to Roosevelt Raceway in Long 
Island for its debut. (Preceded, of 
course, by a whopping transportation 
bill.) 

On the day of the first race business 
at Blair-Tv, D-F-S and Sports Programs, 
Inc. was scratched as strings of cars 
left the city for the track accompanied 
by wadded wallets. 

Despite the cautions of the three 
owners, heavy bets were placed—partly 
out of friendship for the BSV combine 
and partly out of love for money. 

In a field of nine, Prime Time came 
in sixth. Three weeks later, Prime Time 
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came home seventh with a total of 
eight horses running. 


After this performance the triumvi- 
rate’s field secretary, Martin Bruehl, 
called for medical help. (For the horse.) 
X-rays revealed Prime Time—coura- 
geous creature—had been running, or 
at least walking, with a rear left cracked 
sesamoid bone. The owners had the 
dubious comfort that this was the same 
injury that had halted Tim Tam. 

Then, in what is a clear case of adding 
insult to injury, the following letter is 
purported to have come to Bill Vernon 
from an anonymous vice president of 
one of the largest manufacturers of dog 
food in the country: 

“Word has reached me through our 
field Purchasing Agent of the most un- 
fortunate injury sustained by your 
pacer, Prime Time. I should like to take 
this opportunity to express the sincere 
heartfelt sympathies of all of us at this 
company to you and your associates and 
our hope that your fine animal will soon 
be in first class racing condition again. 
Although, of course, a cracked sesa- 
moid is a very serious condition. 

Cordially yours, 
P. S. In the event the worst occurs, we 
stand ready with our usual offer of 8.2 
cents per pound, untrimmed, subject 
to market quotations at close of busi- 
ness day.” 

When last heard from, Messrs Bruehl, 
Scherick and Vernon were closeted in 
the Hotel Biltmore and announced that 
a bulletin would be forthcoming when 
a decision was reached. 

When last seen, Prime Time was non- 
chalantly munching grass somewhere 
in Long Island and was said to be 
wearing a nylon support. 

* ” * 

That’s the way the ball bounces: 
Along with an order for 10 U. S. 
marshal badges, a Hollywood firm was 
also asked to make three duplicates out 
of rubber, reports Associated Press. 
The company is making them for Desilu 
Productions to use in a tv Western se- 
ries. The rubber ones are to be worn 
during fight scenes so that the villains 
won't hurt their knuckles when they 
swing on the lawmen. 











PROBLEM: 


How to provide large quantities of 16mm release prints in color from original 


16mm Kodachrome Commercial ...at lower cost 


SOLUTION: 


New Eastman Kodak Color Internegative (type 7270) and Eastman Color Positive (type 7382) 


Right now, film producers can photograph on 16mm Kodachrome 
Commercial ...and get 16mm release prints with the added brilliance 
and realism of Eastman Color Positive. Credit for this important 
processing advance belongs to the new EK Color Internegative. 
With it, laboratory technicians can now achieve individual 
scene-to-scene color correction, integrate all effects, assure full 
protection for original footage, and provide clearer, 
more luminous release prints... all at lower cost! 

For details on how to make the most of this new method, write 
or call Consolidated Film Industries in Hollywood or New York. 


CEI |v 


CONSOLIDATED FILM INDUSTRIES 


959 Seward St., Hollywood 38, California + HOllywood 9-144) 
521 W. 57th St., New York 19, New York + Circle 6-0210 
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Movieland group has 


For full details, write, wire, phone: 


What a buy! A.A.P.’s Movieland Group has 81 top pictures from major studios includ- 
ing RKO, 20th Century-Fox, UA, Universal, Korda and others. And 9 out of 10 were e 
produced between 1948 and 1957! Many of these films star big names like Ginger € e 

Rogers, Lilli Palmer, Bette Davis, Paulette Goddard, Rex Harrison, Joseph Cotten, eon ae 


75 E. Wacker Dr., DEarborn 2-2030 


Orson Welles and others. Here’s an array of great, new pictures that have pulled a eer 


9110 Sunset Bivd., CRestview 6-5886 


top ratings in markets where they’ve already appeared. First run in many markets. prices tor individual pictures on request 











